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re-inventory the field of marketing educational work, 


outline the marketing educational Job. 


set up outline guides for ‘the development of marketing 
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What marketing work is Extension doing at present? 


What are the marketing problems of producers, handlers, 
and consumers of agricultural vroducts? 


What suggested solutions can Extension assist with? 


What effective working plans and procedures may be used 
to bring about adoption of desired improvements? 
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This is a conference—not a workshop. 


a. <A workshop is an intensive, short-time concentrated learning 
situation in which the individual participant can develop 
plans, procedures, and ideas which can be used in his own 

_work situation. 


"A conference aims at disseminating ideas, explaining new 
developments, exchanging exveriences, or insviring renewed 
effort, "— Dr. R MS Tyler 


ge c. Here we. hope to help each other seé and understand some of the 
Meee if things we haven't seen and understood before. We hope to do 

. more than to write down and talk about that which we already 
knew. We can do that at home, 


II. Ret nese pens ie tle to help us gain new ideas and inspiration. 
a Peaturae! | 
Subject etter Woxtenalonts responsibilities, teaching methods, 
the work of other cgencies and people, such as the Research 
and Marketing Administration, distributors, consumers. 
bi Committee work gZrounps. } 
eer tackle: ea tee! basis, chairman, secretary. 
ye. : c. Reference material, © Be b 
Uxperiences of other States; publications. 
pee ie joint OR for a progress near ent Here we can find out 


what other groups have been discussing and the vrocedure 
Bagel ‘being followed by other committees. 


{ 


eC. Rewer ts: “The purpose of a pene is to help us crystallize 3 
in writing the ideas and exneriences of the week. The reporti) /y7 
is a tool for use at home. It is a device, not the objective, | 
of the conference. 


f. A joint session to give us an opportunity to understand the 
thinking and decisions of other groupns. Hach group will 

_frarket its work of the week, These are not operational 

8 ‘Tecommendotions. 


60 (1-49) 


engineer conferences. |) toni i) evens 


a. Determined by the objective. If our oujeeene beta lear 
_ to speak Russian the conference should last till we reach | 
that pessoa hac 


rics. » b. This is a teaching situation—education for use mowers. 
ae Committee Repor on Aa eons ton Er Serene Policies, and 
Goals. : : Ae 
tie ; . 
"We are the teachers——we are - the oe eee 
“ IV. ~ We need £6 under stand the job of extension vorkers in market 
as All of us will work on this topic re separate eee 
dv. A preliminary: report by chun Feu 
Bare. M8 ots. MePinal’ report by. a eas committee which will use the — 
Sayan cane ei preliminary TEDOERE as a guide. 


* ExrEstow's auispovstarbrerss AND OPPORTUNITIS SS FOR EDUCATIONAL 
are pial MARKETING me Mine Be aie 


rie te As Cole, Chief, Extension Division of Marketing, 
” | South oa ee aed Mes Service 


L ‘think: that the passage of the Research and Marketing Act has wenena 


Hes for the” ‘extension people as great a field in. markéting as the Smith-Lever 


“Act did in the way of production. It has given us an ‘opportunity to really 
‘do something in a big way in marketing. We have a tremendous responsibility 
as well as a great opportunity. Lots of people wonder how much money we will 

Reet under the act for extension. That depends on what we can show. that we 
will do. If we can do a better job than some of the: other organizations 
‘are doing, they will depend on us ‘more to do the work, and-I would like to 
gee us do a ‘real jod- in marketing work, iif we Belkgers the goon es we will 
get the money. It*is up to us. Vigan 


I realize that marketing in extension is badly SUE tae We are in 


ithe ‘same position in marketing: in Extension Service as’ we of the air service 
"were in the first'world war. As a service we were young. All the top -brass 


_ did not uhderstand what could be done by the air service; they did not have 
—the background in air service work that was needed. to correlate our work 


_ with that of the artillery end infantry. TI don't say that extension directors 


and veople higher up are not sympathetic to marketing, but their background 
has been on production and it is hard to get them awey from their first love. 
ee is up to us to- try to ‘get those fellows more interested in marketing, get 
them out, in the ficia to see what is being done and to seé what could be done. 
It is up to us to be strong encsugh and to have salesmanship enough to ‘sell 
them on marketing work, Marketing work in extension goes back a long way, 
but. only in a small way. ‘le have never had the opportunity in the past that 
we sre going to have now, and we will have to @o a lot of convincing with top 
people ‘if _they are to fully realize whet is needed in pone ay marketing. 


In marketing we need to start down at the aoa ith people even 
when they ‘aré planning their crops and stay with them until ‘the crops are 
sold. It is more exacting than production work, Errors in giving marketing 
advice when At méans dollars out of people! Ss pockets cannot be brushed aside 
by an éxcuse of a ‘bad growing season. ~ 


A great deal can be done to bring about better research work that is 


“needed in marketing. We have the responsibility of: correlating: our marketing 


and production work end getting everybody working together fora better 
agriculture, It has to.mesh together to make a real pattern, if we are to 
go forward in agricultural work. It -is the responsibility of extension 
people to. get the right kind of research done. ‘Ye need more. applied research 


ito make’ our work successful. ‘If we get-in there snd help research workers 


“to direct their work into what’ would be most helpful to our growers, we will 
be doing a real job. If we had the proper research’ first, ‘it would help 
growers and shippers do a better job. As extension workers, we come in more 
direct contact with the farmers than the research peovle do, and I think we 
could be of real service in getting timely, applied research done to get 
pintormation thet is needed immediately. 
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We hear 10 times more about marketing today than we did 10 to 15 yeers 
ago. Some of that comes from-stimulated production during the war years. 
But a great deal more of it comes fron the fact that the small farmers are 
having more trouble marketing their produce than they did in earlier years. 
The reason for this difficulty. comes from the changes all along the line, 
improvements in mechanization, distribution, stendardization, and retail 
practices. With present day specialized production, standardization and 
distribution practices, the retriler hag modernized his operations to fit 
these semi-processed products and he cannot use ungraded. and poorly prepared 
and packaged products; neither can his customers. It has come to specislized 
production, Every progressive step has. promoted specialized production. All 
of those things have just about closed the door to the small producer or 
producer of small quantities of various things, He.must. have volume Om 
justify special equipment, and for that reason, we need to review some of 
our recommendations regarding diversific>tion in the light. of modern methods 
of retailing, tronsportation, refrigeration, vreprration and production, all 
of which result in keen competition. I believe through the funds available 
under RMA, lots of those things can be straightened out. and we can get our 
thinking along the right line, 


Regarding our work on the committee, we have had the hearty cooperation 
of Mr. Dixon and his staff end others of the Extension Service in Washington, 
and all the. other organizations whose advice and help.we need. They have 
done. everything possible to make our work more efficient and have been help- 
ful in assisting us to arrive at what we think are better programs and. 
‘Tecommendations. I would. like to take up in regard to our committee work 
Some of the things we have done or are trying to. do as a committee. Our 
committee is responsible to the extension committee on organization and. 
policy and acts in an advisory capacity. Matters considered by the comnittee 
as-attributes of a good extension marketing project are as follows, and I 
will read from our report: — Pa ht 


sae Ext ending results of, research on specific marketing problems. 


See oss Promoting the adoption of new and improved marketing methods. 


fees Dissemine ting new, outlook and marketing information. ‘ai 
4. Engeging in consumer education to promote more effective utili-._ j 
zation and greater consumption of sgricultural products." a) 


_ Being an educational and demonstr=tional organization, we Just sbout 
cover the waterfront as far as agricultural products go. We take it that 
we are to work with all people that have to do with agricultural products. 


One thing I wish was different. RMA considers that marketing starts 
with the harvesting of the -erop, My concention is that marketing starts | 
with the selection of the seed, _In our regular extension work, we can cover Be. 
the f¥eld back of the harvest through to the consumer and together we can Be 
work out good programs, ha pont Wa | . 
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I will read from our committee's first report. 


"At the reouest of the Administrator, the Committee developed a 
tentative outline of guides that might be used in approving projects. 
It is recognized that this will be reviewed and exnanded at a future 
Was, 


1. Need for project. 


ae Local application 
be. Application to regional or over-all marketing program 


ae Significence of project to marketing problem 
a. Specific in nature 


What to do 
How to do it 


3. Geared to reach a particular group or groups 
a. Can be applied generally 


4. Sets forth relation to other extension PRS me agencies 
cigs may participate 


5. Distinguishes between proposed project and work already being 
~ conducted with other funds." 


I will not take up your time with 11 of the details of the Committec's 
report, 2s you probably already have our report. I will mention a few things 
URN I think are due more consideration. 


One of the big things we can do is to Sat results of the research work 
out to the people before they may be printed in namphlet form two or three 
years later. If extension neonle can get the research information working 
immediately, the more benefit it will be to all people BESS 


Consumer education should go into our markets and big consuming 
centers. Lots of our produce is ‘consumed in distant markets from where it 
is’produced. We sre vitally interested in education of consumers, as well 
as growers and handlers. Also, we are vitslly interested in getting as 
much information as we can to our directors regarding our marketing needs 
and getting them to direct the work into the channels where it is most 
needed. Some means should be worked out to measure results. We have not 
gotten very far in that direction, - . 
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and handlers to use these facilities and processes more effectively? A 


We have the ha ee to. analyze. end ca iuahtente co penbiegeae 
_ marketing Beene a3) may not be fully aware - ie We must be- up to a 


policy, end foreign policy. may affect local.marketing problems. - -Heré 


work slong commodity or organizational lines, These two types of | 


mee, ay 


Ae 


"MARKETING BOONOMISTS* “‘RUSPONSTBILITY TOR RADERSIIP 220 suBaa¢ 


| Paul ore Findlen, ueee aad on. Boonomist, “Extension, Service, U 


fF 


“> 


As an introduction to this subject let us first ask - ourselves | 
of questions: Haan a : 


First, are we using our facilities and marketing processes effe 
And second, does not Extension have a responsibility for teaching f¢ 


effective use of igipanenon facilities is C010 to. de very: ampor tana) 404 


support of all the peciaiistes: That seems to he the cenerelies express 
viewpoint. The job of production and marketing is too. big for any oné m 
to do. It is not necessarily a program of the marketing specialist or r 
duction specialist or of the consumer, but. 2 program of. the Extension — 
Service. Extension is going forward on a rather broad front, oo just 
marketing department. 


4 
. 


‘ Shi 

I feel the responsibility, of the marketing specialist might’ stez 
just as a responsibility of other specialists of the Service. 
to assist with the solution of problems that neople want. solveds eae 
always. operated. as an agency that works. on vroblems which people went s 
He Boe Zo out ead for Jobs. In, the field of . peebae uo and ae 


Another Fano Ralbia tite Le cre show ee Pa NES ak notion economi 


cotton. and. tobacco.are good exammles of how marketing those commodit 
is. influenced by national and. internstional policy... It is-our respor 


bility as marketing specislists. to show how those policies affect lo 
marketing ‘conditions, 


“Another responsibility is. that of Eee wee, (occa ere and sec 
coordination with. others that contribute to the solution of marketing 
blems. . The marketing specialist opereting clone can. go-only a short -d 
tance before he finds that the other specialists and. local ‘conta st ‘f's 
have, much to contribute in various phases of ria 


‘There ere ‘two edaa masses of work. — Ouelhoke aoe policy, and s 


of special interest and concern to all marketing economists. Under 


first phase, the business situation both shor t— term and iene toy is 
interest to all marketing people. 


are highly important in doing marketing eatameions won: ne 


gh understanding of the commodity out— 
look and. seasonal and cyclical behavior of the various conned 


Ke) cans Wine eres and furictions.: a shouts. oe about cooperative 
organizations, where and when there is need for them; conduct surveys; 
determine need for new associations; and give assistance to producer 
groups on how to set up and organize new associations on a sound basis; 
conduct. surveys to determine where consolidations of small inefficient 
associations may be desirable and-assist in bringing such consolidation 
about; know what ‘eonstitutes sound financial structures and business. 

te management . and haste ha ere in this. 


In regard to market facilities He anus & assist in determining needed - 
.facilities for handling, erading, packing, shinpoing and storage, of the 

. various products SO that adequate and efficient, but not excessive and 
costly, facilities are available, He should understand the functions and 
methods of purchasing in relation. to markéting. Marketing specialists 
6 ean also. render valuable assistance to service organizations. and. associa- 
tions, aiding in farm production, family Pipe ei se geen education, » 


i 


country mest rural heal thy (etc. | Beaks Weta: Ms 


ig 


“the ‘field ‘of merketing. | bent field: which must $6 taken ‘seriously is 
fs to train new county workers and new leaders in marketing. -. Still, another 
‘activity ‘shoula ‘be to encoursge initiati on of marketing | projects that pro- 
o wide ‘for new and ‘additional «work in the field of ma arketing. They should 
also” serve as a clearing house for marketing information. . These 5 
activities bring into focus: the need for working closely with others on te 
‘the. ‘start. They also havé-a definite: responsibility for: developing | better o 
_understending between Gonsumers on:one side and. producers on. the other 
‘regarding’ marketing costs in getting nroduce on the,market, as well as 
considerable responsibility for developing. end. eneouraging development of 
_.,. working relationships with service agencies, such as State departments 
ee and bureaus: monet markets. Also State or’ Federal, Sr epi enn 


au, Responsibility as aeneey ine pul oat aie EE guestiony should 
Ane ‘one of developing Zz00d relationships with the trade, including co> 

: operatives and those corporate or individual firms that do not. operate 

as. cooperftive. If ‘we don't have ‘these: Re kea sont Ess we can |. do our 


_ Job. as public servants, 


» 
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- CONTRIBUTION OF PRODUCTION SPECIALISTS TO EXTENSION MARKETING 
F, Z. Beanblosson, Poultry Marketing Specialist _ Lae 
Com .. Texas Extension Service..... . ance 


These remarks are based on experience in the field of production and — 
marketing as an extension specialist. The extension production specialist 
Must, to be more efficient in his work, cooperate closely with thevriuy 
Experiment Station Staff and the college teaching personnel, and other 
extension workers, which will include county workers and other commodity 
specialists, . ; ea ‘ en 

If there are marketing specialists, in the same field of work as: the 
production man, it is of utmost importance for these individuals to work ee 
closely together on: the problems pertaining to that particular commodity. 
Ithink this is especially true because. of. the overlanping work to be — 
done in the field of production and marketing, in many instences the pro- — 
duction specialist can make the load of the marketing specialist much : 
lighter and more effective. If there is not verfect cooperation on the 
part of the production specialist with the marketing snecialist, there. — 
are many problems in the field that go unsolved and without any attempt 
‘to solve them; because the marketing specialist does not have the assist— _ 
ance or the information needed, In most cases the production specialist 
has been trained primarily in the field of production in that commodity yee 
and unless the marketing specialist has had training in the field of pro- 
duction and also experience in the field, there is even a greater needitorgs 
& common understanding of the personnel working together on common problems. 
The human relationship that exists between two or more ‘individuals can , 
easily be an important factor in whether or not the greatest amount of 
help. can be given relative to problems in any commodity field. 


bys eae 


| From the standpoint of time in the field of vroduction and the pers Foe 
Sonnel working in this field, so far as Extension Service is concerned Rie 
it is much older than ‘that of marketing snd more emohasis has been given 
‘to the field of production. It is, therefore, hard in many cases for the 
production specialist to look with favor on personnel in the field of 
marketing on the commodity which they represent. Because there has been — 
more emphasis placed on production, I think from an administrative stand— 
point it is important that they urge production specialists to cooperate © 
wholeheartedly with the marketing personnel to the end, that the entire 
job will be done more efficiently and effectively. : 

As the production specialists have been in the field a number of ye: 
they are more likely to be better acquainted with the problems in the lh 
areas of greatest need than the marketing man who has just gone into ser- ; 
vice. The production specialist will probably have a greater hold on t. 
people because of his past work with them and if he has been successful, — 
he has developed the confidence of the peopvlé with whom he works, All of 
these things are likewise needed by the marketing specialist; therefore. 


eee can ce of great assistance and make a roht 
condition in the per- 


bs a” 
ee a 
° 


iy other, way in Panes he sale Foe man is of Amportance is that he 
Pcuideente the marketing specialist's recommendations. Of course, this 
may: be reversed if the marketing man has developed confidence that he 
should: enjoy with the people: with wbom he works. These agreements on 
recommendations are not- always easy to attain. It is, therefore, im— 4 
portant that. prearranged mectings be held. by extension personnel so that ~ 
they are in:agreement before going to the field. Production specialists 
Gen. also make contribution by checking to see if outlets. and facilities 
are at geek end an line with their Phe ch AGH sae miata gal tiatae 


- : “ : id 
t 


Mee: there are. seronas Weapons daphedtions Se ppoduer en specialiste 
have that. the marketing specialist has not had the opportunity to make, 

i Since we in.extension are working with: three groups of people, namely - 

-. production, consumer, and service, it is important that we jon beeen 

ey hen nersonnel to- make’ our work more. effective. 


ieee In aid © of re Aone ee relative to. oecvanvate.| we uedaa not. over- 
look the extension workers at the county level. Normally they are trained | 
73D the field of production, and, we might say, are production—minded; © 
therefore, they make a real contribution to the market versonnel's seeonesae 
In:fact, if. they are. not sympathetic with the marketing programs there is. 
not much that-we can: expect in the way of advancement in the field of 
marketing so far as extension work is concerned, and for that reason’ I 
suggest that the county. extension workers be. Soa on’ a one with Hee 
production specialist. Bader ogy ei ee : hid ae, Ne 


& MiP ae 


i To. sun. fap, the Peeice I have. neds ft think the eee RA of the 
"production personnel in the field of extension work, which includes Be an 
and, county, is a drmieay to the. ae ea a eens success.’ ‘ 


g 


AGRICULTURAL OUTLOOK AND POLICY AS A PART OF MARKETING WORK - 


Lippert S. Ellis, Director, Arkansas Extension Service 


‘I think that the fact that this conference of extension marketing 
workers has been called and that three or four others have been held is ; 
Signifieant. This is true not only because of the marketing program which 
is being developed as a result of the: passage of the Research and Marketing . 
Act, but also because it recognizes the importance of the whole field of 
marketing. I sunpose when one compares our situation in this country with 
Some of the situations in foreign countries, where marketing is not very 
efficient in our terms, we may think we are very efficient. Yet when we 
examine our situation closely, we find we have a. long way to go. I suppose 
.that in other States represented here farmers are well aware of the market— 
ing problems and the part extension and research workers can play in the 
Solution of those problems, but in Arkansas our farmers are not fully con- 
scious of that. Some of our farmers last year did not react kindly to 
our attempts to grade fruits ond vegetables. There is a lack of complete 
understanding on the part of producers of the marketing problems and their 
' Significance to then as,individuals, There must be that kind of under 
Standing if our marketing system is to be improved. = 


These meetings are recognition of the significance of the. marketing 
problem which lies ahead, While we think of this as a job for the 
extension specislist, we need at the same time to recognize that research, 
likewise, has a real responsibility -~ for uncovering some of the problems 
and bringing out the essential facts — in driving home the importence of 
marketing problems whatever they may be. I support that in this group we 
could set down-the key Spots in this marketing setup that ere most trouble— 
Some. You know the shortcomings of some of our narketing systems. But it 
is difficult: sometimes to convince others of the trouble spots unless we 
have the evidence that our research workers can bring out for us. 

One might ask, what is it that our farm neople need to know about this * 
whole marketing problem. My task here today, as I see it, is giving you 
the background of how I am thinking on this subject or problen, 


1. Our producers need to recognize marketing as a process. It is a 
unified thing. The producer himself needs to recognize that he has a part 
in it, and that he is affected by what goes on in a dozen or more steps. 

He should have a real concern for what the consumer wants, and relate that 
to his own situation to see if out of his production he can get the quality, 
quantity, and render the type of service that the consumer wants. Creating 
this concern is primarily the job of the extension specialist, butiait is 
also a resvonsibility of research workers, The research worker must make iat 
sure that he doesn't just stop at the point of describing marketing pro—- .. 5 
blems. If he is going to make a real contribution, he ought to make sure . 
that he goes beyond that point, discovering what is needed to improve the a 

_Inarketing procedure at various stages. I would like to emphasize the ; 
special resnonsibility that the research workers have in this whole pro- 
blem. i 
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2. There is an increasing need for greater knowledge of general 
agricultural policy by farm veople. We must make sure that farm people 
have access to more and better information about agricultural policy; 
not. only: that, but the basis for that policy. How many of us could de~ 
fend ‘the present price policy? How difficult would it be for us to make 
a case for any sort of price support policy? It seems to me that at that 
point we need to recognize some of the peculiarities of agriculture. We 
need to think of the business of farming ag an industry in this country; 
then we will come to take just a little different point of view, One 
fact may be brought out——-the distinction between the pattern followed by 
agricultural production and. the pattern followed by industrial production, 
One of the basic differences indicates that general adjustments in agricul- 
tural production come very slowly, always going up as a total while 


industrial production fluctuates in response to even relatively small 


changes in prices. You can develop a case for a price stabilizing or price 


support program of some sort for agriculture. You could take up a dozen 


other major agricultural policies: international trade, taxes, freight 


“rates, rural-urban relationships. .All these things affect the farmer 


but are things about which he, as an individual, can do little or nothing. 
He must act through an organized group. Unless the individual has the 
facts he can have Very little intelligent part in determining the policy 


‘through its political representatives or through his own organizations. 


On all of these policies, about which he can do nothing individually, 
but which effects him, he needs nore information. It is a responsibility 


of extension workers to seé that he has that information. We need to do 
much more than we have before. The responsibility is not all for 
. Extension. . Ye have fallen down on the teaching and research end, We have 


a real responsibility for offering college courses in agricultural policy. 
Neither are very many institutions conducting research on public policy. 
In total, they add up to a good deal but.compared with the magnitude of 
the problems and the effect on the individual, they are slight. In teach—- 


‘ing andresearch, we have a real responsibility. ‘The whole field of 


agricultural policy needs to have a much, much bigger place in our 
extension program than it ever has had. 


3, . Outlook has been pretty well taken for granted as having a place 
in the extension program, and more particularly in the marketing field. 
I think marketing folks have generally recognized that. I suppose there 
would be half a dozen ways of Rookie at the field of cohen Ace end its 


relat Louship to ee 


It seems to me that there are ‘three different points of view, 
approaches or problems; one with which the extension program must con— 
cern itself is important, namely, looking at the entire marketing system 
to determine the weak spots and the problems; second, one may consider 
the outlook from the farmers! point of view or its bearing on short term 
production and marketing problems, and third, there is the long tern 
outlook. 


60 (1-49) 


2 


. it into effect. Yet I know we have made 


_ . Limitless ‘amount of good material. .It is a real challenge to select the 


eA tes successful, must. integrate all inforiation into ananagenent scheme of __ 


amet acne ee ik 
‘First, there is the matter of an approach to the whole marketing | 
problem fron an extension point of view. I look upon marketing s ‘primar 

: ily .an economic problem, Marketing has-many physical aspects as di 
» here and T.agree with that, but the general problem has its roots in 
economics, ~The absolute necessity for cooperation,-close cooperation, 
_ween the marketing and production specialists, needs to be emphasized | 
.over, I would insist that at most.points the problems of marketing hav 
their: roots in-economicss still there are these physigal problems, hand 


aie 


storage, refrigeration, come to mind immediately. And we should const 
_ keep before-us the necessity of closest possible working relationship by 
these’ folks, It. is so ‘easy to forget-and go ahead on our. own. 


In the matter of integration of the marketing vrogram into the whole 
_ extension program is 3 big problem. - I am merely going to open it up. | ta" 
~ seems to me that to an ever increasing extent we must attempt, at least, 
to. bring.all our extension programs to focus ‘on the farm. as a anit. I hay 
_ Said to our research staff on many. occasions that I thought: the day of the | 
lone wolf in research is past, There. are exceptions to thaty: as to pro- 
“blems and individuals, but the great progress in-research is:-going to be _ 
+ made: by. teams of specialists working together om various aspects of a 
»: common problem, In a somewhat siniler way, I believe that important con—_ 
tributions in the field of extension to the advancenent of the individual 
. 2? farn family: will depend upon the extent to which we bring all the agricul—- 
‘tural programs to focus at.‘one point at one time om the farm. -It is much 
easier to stand here and say it than get out: onthe firing line and carry 
some.very real'progress in this 
sys “matter of- a group of speaialists working together. at one time on afarn, — 
' or in a meeting. You must remember, that the farmer’ himself, if he is. 


- things on his particular farm, : | A Rea ne unas ek 


-¥ What’ I-have just said: is particularly true for. those of you working 
inthe field: of marketing. -You must constantly make aneffort to.see  . 
_ that the marketing program fits in with the physical problems, 

+ As I conceive it, the big job-of the specialist. is that ‘of selecting 
and preparing Materials that will be useful to the county. staff. That!) ae 
bpbhe Gore of bis obs) First, select the material, and there is an almost 


Ye 
most useful and best material and put it in such shane as to be useful 


to the county staff. Then the second job, of teaching the county start, ae 
must-follow,.’..- Roeattala es ae eget oniehs Oe tae Hin AAAS DAG Aa sil a4 ; Pah 
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Tm ROLS OF CONSUMER SDUGATION. IN {GRISTING: 


Sawin. Ay Cemcann tetera ton La AN 
Extension Service, U.S.DA. 


Consumers are:.a very important: group in the marketing of all farm 
products... In fact, it is only as these commodities meet the needs of 
consumers: that they have any. real value. Consumers are particularly in- 
terested in: efficient use of the things they buy, just..as producers are 
interested in’ efficient production of farm products. Efficient use and 
# careful buying are the two ways by which consumers can make their re- 

sources contribute most to better living. 


It may hely us in our analysis of the consumer's important place in 
marketing if we recall ‘the story of Robinson Crusoe. and note that he was, 
first of all, a consumer... Somewhat later, he became a producer when he pro-— 
ceeded to grow some of the things he needed for food. L&ter in the story, 
he engages in the movement of products from one place’ to another.and thus 
took on some of the functions of. transportation agenties and distributors. 
Now if you will substitute people for Robinson Crusoe, you will observe that 
they work much the same way. It seems fair to say that the consumer is at 
least as important os.any other group engaged in” marketing and one could 
easily argue that Pee or are the most important Dec eunS pay come first in 
tHEVSLOLY sie t2 sx Seer on 


In the Research and Marketing Act of 1946, the Secretary of Agriculture 
is specifically directed-and sathorized to conduct and cooperate in consumer 
education programs. The Congress intended that programs of this kind should 
be undertaken so that’ consumers: could learn more about efficient use, more 
about the ouality of commodities, and more about the marketing system in 
which they make their purchase. The way that the work has gotten under way, 
our consumer education programs deal particularly with food, but the 
legislation is sufficiently broad so that work can be extended to include 

’ other commodities having direct relation to farm products. 


As we understand the work, there seem to be four major fields. in 
' which educational programs are needed in Bae: that consumers may buy 


food more: wisely, They ares 


i Informetion concerning the availability of various products 


2... Knowledgeof common quality differences in food products 
Se Skill in effective utilization and preparation of food 
products 


4, » Knowledge of :the sffect. of the market organization and. a 
services on price and quality -of food products - 


It is evident thot a‘program of this kind calls for cooperation 
between workers currently employed in both agricultural economics and 
home economics. In sone States, this will be provided for by employing 
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de: ‘par tteu Tar by: helpful to Ud baNen ee but: atewould seem reasonable ae 


-modities ‘in ‘the market and -béecome more ‘efficient in their use of” Ree 


gee Lae he M. ene: onigey Division. of: Loagaees Beonomics 
Paine cree gona Sala ee a na a Ses Extension Service, U.S. Deke 


ee Provisions for: Marketing. Work Under: mitle- In ‘of the Act 


Reyes Mak oer SemMeeket ing fern progee tse se ak “ 


may provide re onay one aii | th eye netton! case “e becomes cmeot 
ally important ‘that.this worker Boece al Werk néed for subject are 
currently available in. both these.fields.: 


expect: ‘that,.-as consumers ‘become better informed with. resvect to :com-~ 


‘commodities,:.they will .in-fact become larger users ‘of ‘these commodities = — 
and, ‘therefore, the program will ‘have. ar asamearast as to. a tong ae APEC 
ducers :ds;‘webloas *consumers,.2°) 0.0 eye eee 
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© PLANS, “PROCEDURIS, AND PROGRESS. OF AXTRNSION MARKETING 
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A. Arnone ond objectives soraiee’: by 2 Hy A, re a RMA Adainistrato: 
as si arieielag! 


nee To: fina. better ayes ie neediness processing, ond. 


2. To develop and encourage a- more. eff teient and \ orderly 
Rage ie system of marketing. 5 sen : Lele 
ONG eas 3, To develop standards of uate Endy encoursge their use. 
ee in commerce, ~ 4 
"A oo conduct studies and eeepc han vrograns: £0" ‘promote 
‘the’ free movement of farm products. 
Beh To assist in developing new uses ese wider outlets, 
“6. To cooperate in-consumer education, : ; 
mr utate 7. To collect and disseminate eeved) information: ter 
bring about a better balance™between production:.. 
ae Behe bhatt 
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peal suscope Cote TMtie Ir Auetades Resesrch; Service,: and Educational 
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“0. ° .Following areas:of work were determined by Adninistrator unie 
which projects may bé developed’). +: po. 


mer tesa Basic | data:, and information: on: earoti ner een ae 
Sach eee, ‘prices: an. fae eroducte, : ay hog 


Seem y AN ee a Ne SC aa SRO Lt TREE aa ari MN A) 


Bie qecauke Pe for Ate neaatete oe anal poia. of ° £oReteRe 

- and domestic demand and consumer preference, locatio 

of new markets and markets for new prodnckas, and. ¢ : 

ee ~s sumer education. . 
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1 it and an ysis of marketing services, costs, 
and ‘aareings ibe ey 
Improvement. ih the. ee handling, packaging, transporta- 
tion, storage, and merchandising to preserve quality, 
decrease Repke) and increase salability of farm products. 


_ Evaluation and improvement of marketing facilities, methods,- 
policies and organization and vricing practices to in- 

crease oe aera Fite effect economy in marketing 
processes, — 


“ae a samtothteeionteritha Aste’ i 
| Administrator appointed: by end responsible to Secretaty 
of PEL a eh ; 


Tad enpropriated | to the Secretary « oF Agriculture. 
Funds allotted to departmental See and bureaus on basis _ 
oor approved projects. 

_ Funds allotted to State agencies must be matched. eis 
(experiment ‘station, ‘extension service, departments of 
agriculture and bureaus of markets) 

Stare REVUE Saihenuaceiaed through De negate 
and bureaus. 
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Provides for democratic operation of vrocedures. 
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Advisory committees: 


Law provides iitman navaooe Committee. 

Law permits forming other. necessary committees. 

a. Nineteen comnodity committees established. 

b. . Three functional committees: set up. 
ag OgHer: committeés advising under Title tI, 

(Extension, State Department of Agriculture and Bureaus 
of: Markets» and Experiment Station. ay 


sie 
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Extension Adean watighs eae OL Ley, Committee established Market- 
ne Pour nore Commitee, 


ne Menbership - - 
R. ace Deed and yivecner of Extension, New Mexico 
“A. Cole, Extension Marketing Specialist, ‘South Carolina 


ee -Dankers, ‘Extension Marketing Economist, ‘Mirinesota 
Frances Scudder, State Home Demonstration Leader, New ‘York 
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By, Meetings and reports. “- sree Re ALC 


5) 
vee aye faite a 
ia aeoar te aie 


a, Three meetings held to ioe. 

be Two reports sent States. 

Cc. Prepared statement concerning extension marketing © 
work din relation to the Research and Marketing Act. 


zi Procedures for RMA extension marketing work, 


4 “he a 


Criteria for developing extension projects. 


1. Law assigns educational and. demonstretional work to the 
Extension Service. 

2. Must be new and additional marketing work, other than 
that conducted on regular Extension funds. 

3. Specific problem approach for immediate results. 


Bxtension marketing work under 4 master projects. 


ai Developing ‘and conducting educational and Tiemone Chav iene ae 
work in marketing. 


e&. New educational and demonstrational work by State 


extension services for improving marketing methods, 
facilities, and equipment . ; 

3. Consumer education to expand consumption of abundant 
foods and to introduce new uses. 


4. Cooperative extension work on the panea ional aspects 
of developing new market information and basic data 


by market areas, 


Allocation of Buawie li arccde cae reports. - 


ee Request for RMA funds made on basis of erate needs. 


igi Allocation of RMA funds for educational work deter— 
mined by Administrator. eed 


3. Funds transferred to Federal Extension Service for 


allotment to the | States on tasis of line projects. 


1d Reports required on each project but will be integrated 


with renort of regular. marketing educational work, 
Procedure Oroe submitting State eed projects 
(Extension RMA handbook has been eae by and. Suretted 
to the States. ) 


Subject matter and technical SMR an Se 


ae Personnel. ‘of .the Federal. beer ee available to the States. 


Guide for Extension Food Marketing program prepared for 
the new field work jer el consumer pega re ORs 


Ba ey 


IV. 


Bae I es 


Operetion within the States provides wide latitude in 
_ developing marketing programs, projects, and plans for 
conducting work. 


1. Work must be within intent end purposes of Title II of 
the Act and conform to prescribed policies and 
authorizations of the Administrator. 
ee Projects can be set up on State basis, for an area or 
county or for a city in consumer education. _ 
er ee Projects can be cooperative with other agencies. 
hi eat) Ueurenatece of work ts prohibited by the Acte 


Coninendsb1e ian for ddeel opine extension marketing work | 
“being: followed. in’ the he reae 


La Analyzing nar¥eting educational problems on a broad basis. 
2. Setting up goals to build 4 program over a period of years, 
3. Start with most immediate problems for first year' SH lw 
. ‘work under RMA. -- 
4.° Over next 5 years’ or So, build Ge ane program. needed. : 
9 - for dest Beane the State marketing problens.. 


Sumery: of. Pap eres Ey on Lesa avarted. 


The’ following statement hich: I made before’ the Wational 
Raviepey Committee for Research and Marketing on September 22, 
1948, summarizes the progress in Extension Marketing Projects’ up 
to pao et date. 


"Tew ana additional nakcet ine educational work by the Coopera— 
tive: pecene ion Service has been initiated Denes three master projects 
in ‘Nesebar’ 1947, mheter are ‘now 35 States, Hawaii and eet e Rico’ 
that provided matching funds for 83° work projects relating to the 
three lines of work authorized. ‘Of this number, 29 are new projects’ 
approved for the fiscal year beginning July 1948, while 54 are work 
projects icontinuing from last ‘year,: The general type of: educational 
wotk authorized in the master projects is as follows: 


+3) New Educational and Demonstrational Work by States for 
er ne te Lah gett Facilities end Equipment. 


Stcty Sone: projects’ an ed: ‘States and Hawaii are y 
"approved under this project.’ Twenty-three of these 
projects were AA Mah hit ae ‘the first time | this 
‘Fiscal year. 


Le Consumer Education to i ep bd Consumption Pe Abundant Foods 
and to Introduce New Uses. i 


Twelve projects have ‘been approved ‘in 1l States ‘and 
Puerto Rico for work in this field. Two of” these’ 
projects were approved for work to begin this fiscal 


year. 


° 
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ate: eGgerstive. Extension Work: in| the” Baucational kepects: of 
’ Developing New Market ‘Information and Basic Data by Market. 
Areas. 


ne Bight dpatos" nave 10 provers approved for ‘conducting | 
“work in this field. Four of these projects were 
started during the current fiscal year. na 
"The subject matter Me eeoea: in the. educational work relating to 
improving marketing methods, facilities, and, equipmént, includes the 
following number of projects: cotton 5; dairy 7; forest products 1; 
frozen foods 1; fruits and vegetables 14; grain 5; livestock and wool 
o> and? poultry ‘and eggs 16. Thére are l2 projects in consumer 
education and 10 in marketing information. — 


"The Federal Betension Service provides’ assistance to the State 
project. leaders’ in developing State marketing | programs, counsels and 
guides the State Extension Services in procedures and subject matter. 
This work is done under authorization nrovided in the project entitled 
"Developing and Conducting Educational and Demonstrational Work in 
Marketing." The marketing economists on the staff of the Federal 
Extension Service also provide leade rship in the development of re- 
gional marketing projects involving two or more States. The first 
regional project to be started is one on Consumer. Education in the 
Metropolitan Area of New York, the largest market for food in this 
country. 


"The State Extension Services have been active in initiating the 
marketing educational work auth 1orized in the approved projects. State 
progress reports show that. by March 1948 there were 25 projects to i 
which personnel had been assigned. This number was doubled in the 
next four months. Since July 1948 leaders have been employed for 16 
more projects. While difficulties have been encountered by the State 
Extension Services in securing well trained personnel, reports show 
that arrangements are now complete for employing 11 additional pro- 
ject leaders. As of Sevtember 15, 1948, there were only 6 approved 
projects for which the lack of personnel was causing delay. in start— 
ing the work. 


"Sta ate necieee Deedere have been organizing. their educational 
programs, arranging farm and trade contacts and developing cooperation 
in the conduct of the work. Reports from the States indicate many 
meetings have been held with the people concerned, demonstrations 
have been arranged and programs started which coordinate production 
and marketing work. Where ‘essential, personal contacts have been 
made directly with farmers and distributors. 


"Progress reports recently received from the State Extension 
Services indicate that the project leaders are already preparing and 
using news releases, bulletins, leaflets, circulars, and other 
materials, Radio.is also being used as a means of reaching large 
_ numbers of people. , In addition, ‘commodity market ing letters are 


Mitte n consumer: education yorkie casa people who 
are hens contatted for the first time in an adult educational 
per cere nolevine: to mar eet Ins of penton eee products." 
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Obtaining and Sratniusaeheer ioe personnel. 


» Greatest. peablem, is- finding qualified. Leo lunaets but - 
Cis States pier sa PRS ee Ba lh 
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Inservice ‘training needed os eet ‘personnel problem. 
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eae: lees aaeray Matas yal for eruanate: training: in- 
igs marketing wilt stimulate stabereal oe new workers. 
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Cerri on ced extension marketing Co a will. have tos 
ices more time. training new personnel. 
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ave: Marketing training requires basic cane He economics, 
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B pe seus RMA, Danie heen nae eee uceean os aaah 

of agencies, September 16, 1948, made this statement: 

_ "May I emphasize that the field. of marketing involves much 
more ‘than a knowledge of the marketing system and market~ =... _ 
ing activities. © ‘It requires. basic vreparation in economi Cas ae 


in. Anan LS Wick, and in accounting. N SN Ny ena ae 


“ESTABLISHING AND MAINTAINING EFFECTIVE VORKING 
RELATIONSHIPS WITH MARKETING AGENCIES: = 


C. B. Denman, Agricultural Courisel 
National Association of Food Chains © 


It seems altogether fitting for me ‘to discuss the subject assigned be-_ 
cause of my long and satisfactory experience with’ Bxtension work and workers 
in the southern states. In the early days of the Cooperative Federal-State _ 
Extension-projéct work, a young man came to Tennessee as an Sxtension Animal 
Husbandman. One of the first projects undertaken was an auction sale of 
Hereford cattle at Jackson, Tennessee, The St. Francois County Missourt# 
Hereford. Breeders Association was persuaded to consign enough cattle to hold 
this sale. The sale was quite a success, though many veople who saw the 
parade preceding the sale, and were present at the auction, did not kmow the © 
name of this breed of cattle. Today; if you read southern live stock publi-- 
cations you will see the Hereford breed is very prominent. Many of the pre- — 
sent herds were founded upon blood lines sold at that sale. This-will serve 
as exhibit One in "establishing working relationships between Extension Work 
and Marketing." : 


Now, it will interest you to know that the young Extension worker was 
Dr. © D. Lowe, Chief of Animal Husbandry Extension Service, of the United 
States Department of Agriculture; and the fellow who was Secretary of the 
Hereford Breeders Association, and managed the sale, was your speaker. That 
sale was uote on December 20; LITE = 38 Neth aZOs come > December. 


‘tT the record of the E epee ies extension and industry in the live 
stock field would read like a romance if we. had time to do it in detail, but o 
just think of the coonerative’ suction sales of feeder cattle in West Virginia, aie 
where Ben Creech and Extension co-workers have wrovided such a good service 
for both producers and feeders. The cooperative auctions in Georgia, where 
Garner and others have devoted their energies to successful entervrises; or 
the locker plants in North Carolina; where Brady was a leader, but he has now 
transferred to my 208) state of Missouri. — 


The services of Newell and Richmond have been outstanding in many pro— 
Jects of Extension work in animal husbandry in Mississippi. 


~I cannot forget in the early davs of cooperative live stock marketing, 
Jud Brooks personally serving the live stock farmers of Madison County, — 
Tennessee, by managing their Live Stock .Shinoving Association. When I was 
President of the Producers Live Stock Commission Association at St. Louis, 
how regularly came the shipments from Jud Brooks. The Southern Extension 
workers served farmers first and did not waste time to inquire whether 
marketing was a part of their job. The record of the work of Muldrow in 
Arkansas; George Barnes in Texas; Jacob’ in Oklahoma; and these others 
‘mentioned is the record of live stock development in the south. 


If I devoted all of the time I have on this program to appraise and 
onc the work of the Extension Service in 4-H Cine work alone,’ J gould 


See A ie at 


not do justice to the subject. The support that 4-H boys and girls have had 

-- in their animal project work by ‘industry ‘has: not only Yecome big business,- ‘but 
has developed a firm: bond of industry-farm friendship which grows in numbers 
and. influence ias the years go by.. Just: think of. the great business organiza- 

» -tions that: each vear at the Club Congress entertain thousands of these young- 
‘sters; and the millions of dollars that are spent in purchasing their handiwork. 
I am proud indeed that the Food Chains stand at the top as a group. among those 


who purchase meat animals fitted +H ii ae Lape Stasioane This is practical 
Oa a Aol ip kang pate Ae» UEC S nae Ua aKa 


Since » a Poeet of cee aay: is eee inde eee pesine working Plaine wrth 
marketing agencies, let me say here that I have been honored by being called 
into conferences. with Director Wilson and others, to consider improvements in 
the handling of club amimal shows and sales. I cannot think that the best’ 
interest of -the.'Club youngster, nor-the movement as a whole, is served well. when 
someone tries to set new records of a price to be paid for one animal. .In some 
instances many worthy farm boys and girls have suffered because of such prac-— 
- tices. Therefore, I have counseled the people I serveto spread their purchases 


sto as. ewe ae as ener ae can buy with suitable Bere samS Or: pwards co more 


I think it would be better, perhaps, if we would think in terms of the 
ultimate use of meat animals and not only judge, but sell by groups.of five or 
ten animals at atime, using the same designation of "prime", "choice™ and - 
"zooa", as is used-in the Federal. standards ef grades-for meat animals. This 
would in no way prevent judging for Grand pee ace and aoveciitt Vestn e of the 
Showy oe if OF, ign aia i on mye ti the line’ be damon’ 4 


sales me add Meo tiey cna and this i), directed i you who lead in shee 
Extension Service -—--that you must not forget the importance of a high standard 
of integrity necessary ‘to be: instilled.in these fine youngsters, that they do 
the work of actually feeding, caring for and grooming the animals they show and 
sell. Further, I am distressed when I hear of parents who are able, paying 
many times the actual value of the animal which their boy or girl isto use in 
Club project: work,.. In my opinion, it is not to the best intcrest of the - 
youngster, nor is it'a credit to the Club: movement. -I would rather stress. 
more honors and higher awards for the poor boy or girl /who could take what they 
could afford. to buy at practical market values and demonstrate what good : 
husbandry could do.by personally fulfilling all of the obligations embodied 

in oe pean ene oe ie 4 H's and the Roce 


rotne. ace to rrenreeniny. ire us gical a: noes at. aha wee cenit ae ‘mar— 
Se Much .of the credit for ‘the successful operation of ‘these outstanding 
service-facilities..is.due to S. W. Box. These and other. great farmers! mar-— 
-kets’ in: the South‘serve producers better because here volume is .concentrated 
so: that grading can be provided, protecting both farmers and consumers in both 
quality and price. .The Extension | workers knew that this. hohe ge Perens 


ree’. Bee OF, QUaL BY ut 


re Florida, men Ce By anges in eer ene tent alae maiped in outehlealane a 
number of citrus processing plants. Tim has also rendered outstanding service 


ve in. iets. ia Rater eee ‘of: eet tED SS and LSI ORE iS Ue 


en (1.495 


In Virginia, of course, I. join you in praising the work of the late. 
Ss M. Cox, .He-and ‘his associates did not give:up until they had s¢en a mnadern 
poultry processing plant at Broadway, and had helped make Rockingham * ‘County > 
one of the: Turkey Capitols of this couritry. In fact; in Broadway and Timbers! | 
ville are located what may be the most complete cooperative marketing services °- 
for farmers of the area of any in this country.- Most. of it. can abe cre ire eae 
ane at ah ate of ‘sincere ee workers. - cee 

In South Carolina we have a ieuanerre eines of what tert cases leaden can. 
do to assist in establishing and maintaining effective working relavicnonie 
with amarketing agency, I refer» to the-successful South Carolina Peach Mar- 
keting Association with its long record of growth and: service to producers, 
and high standards maintained: in the quality of fruit shipped: and service. — 
rendered, “Through all ‘the development of this important project, George 
Prince and Tom Cole ihaeobahe yey ine esate and. ee Meenas aks in 
Extension work. . : Pees 


When in Hivtension! Service, Beatty helped Alabama: farmers raise practices - 
in production and marketing of live stock, poultry, fruits, and vegetables to 
higher levels. Here is another examnie of other business interests recogniz— 
aus AE ue BEANE Lt eS, Soa the rh Gees Be 


' Tennessee cleding® the ean of ikbensdon roo as they reren ithe ride to. 
the bse record Al Jerden has made. It was made more effective, oS Coursey 
with such ae rhea tl as’ the il Ts As Ba tee Re 


ae hes the Pilot planes for processing: = poultry at mayettoriiele ns 
the heart of one of the very important broiler producing areas is another ~ 
example... In this our Chairman, Aubrey Gates, was a leader. There were many 
other commodity projects in that state —- some of which were helped by Baber 
until he was taken over by some of the member comnahies of the Food sere 
where he continues es serve ae one with Pek tayo! as 


You bbe appreciate that. I fare mentioned ‘only a Cem 32 the Weston of” 
Extension workers who have earned places of honor and deserve necoen ae 
These I have personally had the vrivilege of working with or observing as. 
they, with modest diligence, performed what they~considered ordinary tasks, 
‘but which, in fact, were the very woof and warp.of the tough fabric of a 
better agriculture and better farm living in a good land. : 


Now, in a number of these southern states..we. could mention many commod-— 
ities where the production and marketing practices have been revolutionized — 
through -the efforts of Extension Service and ees Sweet potatoes in’ 
Alabama, Louisiana and other states-would be a good example, > The great . 
laboratory of sone of the companies’ for which I work has been used to deter- 
mine the size of yams, varticularly, most adcevtable to consumers. . The re—. 
sults of this practical research, in turn, hate been transmitted through | the. 
Extension Service to producers, processors, and distributors. The asvelaee 
of processing for by-products of sweet potatoes is another Extension Work-In-. 
Se HOV CH SAL Desey teed Bh aaah ee and Eee eaie in he operas 


oe I wongern if the deenabe: phe s worker : wesiyes that the 
educational value of Extension work is just as valuable to industry as os 
to agriculture. I think I can speak from exnerience because I have found ~ 


Ben pl Peay 


on my own farm where I wrote thé letters in longhand to call together the 
first meeting to obtain a County, Agent in 1913 ‘—-' to my position of leadership 
in cooperative live stock marketing -—-‘to my sérvice as a member of the Farm 
Board —- and my more recent 12 years experience as Counsel to the Food Chains. 
The good work of the Extension Service was always helpful and always practical. 


Now, I realize that I have only covered me-half of the field of Extension 
work, And perhaps not the most important from the angle of the homes in the 
Southland, which, after all, suvport the whole economy of this vast section. 
Now,. my good friend, Nichols, who was for a long time with the State Depart- 
ment in Tennessee, but’ now manages the State Chain Store Council, said in a 
recent Bulletin, that to be happy with a man you must "understand him a lot and 
love him a little", and to be happy with a woman you must "love her a lot and 
try not to understand her at all." Now, that may be true if Nich was thinking 
only in terms of love affairs, but if, when it comes to service for the present 
and future homemakers. of. the South, I would want to lead in three cheers for 
the Home Demonstration work, and am glad that industry and particularly the 
group with which I work have understood and recognized this service and have. 
expressed their appreciation in some rather practical ways. I am sure that 
not only these business organizations, but many others day by day feel the in- 
fluence of the training these women and girls have had as expressed in more 
attractive homes, better nutrition for families, and the high moral and 
spiritual plane upon which the Extension Service is founded, All of the ‘people, 
both rural and urban have profited by the unselfish devotion of reer tet 
workers and Club leaders, oer paid and volunteer, 


rents worthy of note that in most of these southern states you will find 
strong farm organizations. This is another illustration of the disposition of 


‘the people to cooperate with the Extension Service in all practical ways of 
helping farmers as well 4s where dollars and cents are involved. A good illus-— 


tration would be the work of the Mississippi Farm Bureau Federation under the 
leadership of Ransom Aldrich, in establishing Health Clinies. This would not 
have been possible except for a strong farm organization, and naturally, farm . 
organizations can render so much ‘better service where full cooperation with | 
Hxtension is the practice, JI use.this only as an example, fully realizing i 
could cite so many other examples a it would take more time than is 
available: 
' A drive through the country by ohne who has eyes to see and ears to hear 
can easily pick the farms and farm homes where those who tend the fields and 
herds, and those who care for the yards and homes cooperate with and use the 
help provided by the Extension Service. 

plhnis -is the Cadenetor its success on the farm. F¥rom these farms come 
the higher production per acre, per cow, per sow, and per hen, of better 
quality commodities. Here is the substance wpon which to establish and 
maintain effective working relationships with marketing agencies. 
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‘fields, it as my.. guess that new ‘ways will, be found to by=nAaS. the inefficient 


_@ sense, they are a. form opal insurance against a hazard which an. individual 


‘and liquidation. And it is important that this insurance against ruin be at 
various regions. and for the nation. . Any sound program must clearly. recog— 


nize the difference in. the needs of the surplus producing areas and the defi ine 


and too little of others. PG IC policy of support. prices is.to become perman— 
ent farm. policy, we need. to- ‘give. further. study aie the problems of the non 


Hn operated by . farmers than to be owned and» aha hie ae euror meer) 


five years from now will be vastly different from that of today. 
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NEW. OPPORTUNITIES FoR FARER COCRERAPIVE ras, 2 Manic 
| eos H. Davis,. Gaeeutive Boanetary a . Rk 
National. Council. of Para Cooperatives 0. 
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ate want 6 talk. an you briefly ‘about, ‘farm policies ‘ahd programs ‘and. 
the role of farmer cooperatives with, respect. to such policies and prograns. 
Doubtless. the most. certain fact about | the future. of Anenican agriculture ais. 
that it. will be a period of dynamic change, Mechanization is not. nearly. : Spe 
completed. . The possibilities of. hybrid varieties and breeds: are as yet only | 
partly explored. We are. on, the merge. of. great progress - in the field of. plan: 
food and animal nutrition. We are just ‘beginning t.0. learn the popetni ses 
of frozen foods and. dehydrated. foods. alk, the. ‘present. inefficiencies abal? “A 
marketing and distribution are not corrected by, those now operating in: thneer 


parts, of our present set-up. sib) otic ts cn Ba cecal 


erated in one | sentence @, Our. _problen is that of pe Sealine and even » ae 
stimulatin ng progress and at the sane. bine giving the fiarner the the security. Ane 
needs, Certainly farmers need the security of support. price programs. In 


oa 


farmer. acting: alone. cannot avoid. However, by joining with other farmers and 
cooperating with government in support programs, he can avoid disastrous. ru 


a sufficient: level to produce the desired results, However, we should con—_ 
stantly review these results to. see that, we: are) Non the beam." Let us measu 
not only. what the programs do for the individual. farmer, but also -for. the!) - 
importing. areas. Let us- appraise wheth 1er our program. provides incentive for a 
efficient balanced production or. whether. it. results in too much of some thing 


basic commodities. Recent experience would, seem to raise some question. as” 


of themselves provided we sunport the price of the basic commodities. fee us 
take another look at the problem of storage. How big should our stock-piles 
be? If more storage is needed, is it not better for it to be owned and — 


be» static. in a period as dynamic as the future. promises to.be. If they are 
then we run the tisk of blocking. desirable progress. Let. us not. make the 
mistake of mistake of concentrating more on ur. insurance pr gram tha _we do on operat 


ing our farm plant once we have it-ins rede 


If the forces of change are permitted to work, the agriculture of twe 


that such changes are desirable, This is the way progress is made. uy te. he 
road to a better and better standard of living, not only for the farmer but ; 
for our. whole country. eee 


i 
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With these possibilities before us, the need is for flexible programs 
which permit change rather than rigid ones which ereate road-blocks to 
progress. We need to concentrate on implementing change without bankrupt— 
ing the farmer in the process rather than on maintaining the status quo. 

The quicker the desired adjustments take place, the quicker we obtain reason- 
able stability on a sounder basis. 


While we are concentrating on supnvort prices based on the historical 
relationship, let us also concentrate with a least equal fervor on imple- 
menting the changes. that must take place. Let us find ways to utilize all 
our farmers .can produce for the purpose of raising our standard of living. 
This we can .do through better diets, through industrial uses for farm pro- 
ducts, and expanded foreign outlets. Let us find new productive employment 
for those who will not be needed in agriculture as farming becomes more and 
more efficient. In doing this, let us explore the possibilities of decen- 
tralized industry which will permit industrial workers to live in semi-rural 
communities rather ach ean ne more and more in our overgrown cities, 


Any period of change means hardship for those people who cannot adapt 
themselves quickly to the new conditions. I believe that government's great 
responsibility should be that of helping to implement adjustments by assist- 
ing people to make the needed shifts. This it should do through education, 
credit, vocational guidance, employment services, and temporary assistance 
to those who are momentarily unemployed through no fault of their own. 


As previously indicated, I think we probably did the best we could in 

the way of farm programs during the thirties and I am not advocating for a 

Moment that we scrap that machinery until we have something better, These 

_ programs are particularly important for the surplus producing areas of the 

midwest, the south and the west coast. However, I am strongly urging that 

we not be content with the programs of the past. We must. move on.to some- 
thing better, based on the valuable exnerience of the past twenty years. 


I am in no sense attempting here to offer a new farm program. However, 
I am arguing for a progrem which will implement rather than impede progress 
‘and at the same time give farmers the security they need. Such a program 
can best be wrought ‘through research and education implemented by the 
planning of our farm organizations, I would like to see our farm organiza— 
tions, land-grant colleges, and government all marshall tneir forces and 
concentrate on this problem in an organized and systematic way. I would 
like to see the farm organizations — particularly cooperatives -— take the 
lead in this task, 


Farmer cooveratives should play an important role in the agriculture 
of the future. They are by their very nature instruments of progress. 
Cooperatives were organized in almost every instance to force a change in 
the status quo by implementing better marketing or purchasing practices or 
better community services. Cooperatives are the best tools the farmer has 
to force improvements in the handling, processing, merchandising of his 
products and in the manufacturing and purchasing of his farm supplies, and 
in the procurement of electricity, telephone lines, insurance and other 
services. 
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‘uienae purchasing ocopérative’ Ps: the: Jeg arte an the mark ing is 
cooperat t¥e and:-the selling- department: ‘for the farms it serves. + Like tk 
buying” and ‘selling departments: of any integrated: business, these depart— 
ments ‘operate on ‘a non-profit: basis. ’ Again like-other integrated forms 
 Busines$ the Profit (if any)}‘is realized from:the ‘sale of ‘the finished | 
products, in the farmer's case food or fiber which. he sells. -The farmer 
operates his cooperative on a non-profit basis in order that he can maxi— 
mize his “profit ffom farming, I repeat, “cooperatives are by their. nature — 

. instrument's ‘of progress. Cooperatives cannot livexin a rigid economy - ‘where 
Bae prices. and’ natgins are fixed or inflexible. Cooperatives will lose their 
“éffectiveness’ “and ‘p otency if they ever become mere machinery for. impleme 
ing: apa eM Heat baie : Payton. SP neues = vie ; 


“those of us’ working for or with the “farmer: cooperatives have both as 
great opportunity and a great responsibility. We are better: equipped than * 
“any ‘other’ “group in America:to cove with farmers! marketing and. procurement — se 
“problems.  Amorig“us are the experts in all of the intricate phases of . 
eee We have the men who know not only the theory of marketing and 

oe ‘but also’ have had’ years of practical experience in’ day-to-day ‘ 
operations. — Nowhere else are. Bra ssh men of ene ter A Ri 


ts 


a) 


ees “Cooperatives ‘are the medium Lpenen anion farmers pooenee can find, ‘the 
Be ‘ answers: to inany- ‘of the’ “probiens: of the future.. A cooperative is not an. KS 
orgenization’ ko ‘solve the farmers’ problems for him... Rather, it is a iiyinee 
eee WEN autce ahs can sarbs problems oreo for eens eee ie 
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ce as farm ana: extension ‘leaders, Tet us ee, seriously j ne opportunities 
: and. the responsibilities that aré-ours. Let:us not ‘be satisfied with the 
‘i answers of the past. Let us wrestle realistically with the task of finding 
“needed security for the ‘farmer and at the same time retaining flexibility in 
our agricultural economy so that-urogress can be achieved.. Let us address 
ourselves to the complicated task of utilizing our vast farm resources In Ay 

_ the building of better farm homes and communities and of raising the ng 
Standard | “Of living of ‘all péople.. Never was*a’ task more difficult than 
“that which ‘we face today. But by the same’ token, ‘never was the opportunity _ 
- greater On more challenging. Let us demonstrate that we have the- courage, 
the knowledge, ‘the is Ht gay eda as) ecu the oo Donce PCE: 
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PROGRESS UNDER. THE RESEARCH AND. ‘MARKETING ACT: ‘OF INTEREST 
TO THE. COOPERATIVE EXTANS ION SERVICE” 


Herry C. Teerpsed Assistant te the Administrator 
Research and Marketing Act 


Mr. BE. As Meyer, Administrator of the Research and Marketing Act, 

. regrets his: inability to attend this meeting. His absence is not to be 
“construed as a lack of interest in the work that is being done nere. As 
a matter of fact, he regards the Extension Work Conferences of suff ici- 
ent importance to warrant the attendance of at least one member of his 
small staff at each conference. It is unfortunately impossible for any 
ene ef us to attend all of them. The Work Shop technique employed here 

has impressed me as well as the rest of the staff with the extent to” 
which it facilitates understanding and cooperation between Extension 
workers from different States and between Federal and State Extension 
workers on the Research and Marketing Act program, We have found the 
Work Shops very provocative in stimulating interest and thinking on Ge 
marketing problems that confront us. 


This discussion might. be regarded as a progress report that is being 
submitted just a-little more than a year after the. Research and Marketing 
Act program was initiated. In this sense it is appropriate to call atten- 
tion to the situation before us just a year or so ago. Ina wor it might 
be described as complex. Many decisions had to be made and they had te be 
made quickly regarding what was to be done, who should do it; and how it 
should be carried out. 


‘Decisions regarding what was to be. done arose from the fact that there 
are several parts to the Act which have different objectives, different 
rules ef operation, and indeed separate appropriations. Furthermore, the 
Act provided brosd latitude for administrative decisions regarding the ways 
in which the objectives of the Act might be.attained. “Questions regarding 
who should.do it arose from the fact that the Act in its several parts made 
a wide number of agencies, organizations. or, groups, both public and pri- 
vate, eligible for participation. Questions pertaining to how the program 
‘should be carried out involved organization, policies, procedures, and : 
oes matters that needed to be discussed with all participants. 


With this background in mind, I want io briefly indicate to you what 
was done, First a small administrative staff was established within the 
Office of the Secretary of the Department ef Agriculture to administer 
tie. Act. “This staff consisted, ef:/5 professional workers, in addition to 

the Administrator himself.. Second, a series of Committees was organized 

_ te provide counsel and advice relevant to the decisions that had to be 
made. The first of these,comnittees, known as the National Advisory 

~ Committee; is specified in Title [II of the Act itself, to consist of 
1l members,. 6.of whom represent producers or producer organizations. In 

response to one of the first recommendations of this Committee, a series 
of Commodity’ and Functional committees were organized te provide detailed 
recommendations in-their respective fields. The National Advisory 
Committee dealt with Bot APY: matters ,as contrasted with specific commodity 
recommendations. 
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Next a unions project. system was adopted. whereby oN of he 
ties undertaken pursuant to the Act could Oe ‘organized and handled in 
accordance with a standardized procedure. Incidentally, there have been 
some 400 Sh he 1 ee under. the oe thus. far. thee 


Next, the actual research ‘educational end service work under the dee 
was delegated td existing agencies. In other words the Administrator | and 
his staff do no actual research work and no new agencies were established _ : 
to conduct the work under the Act. Azencies already established in the De~ 
partment Hee elsewhere have been relied upon to carry out _: functions. 


ySineTrancously. a’ regional ‘research progran was orzenized ‘pursuant to 
Sestion: 903 of Title I ef the Act. Leadership in this work was assumed by 
thée°Office of Experiment Stations and the*Committee of Nine, which is. ea: 
specified in the’ ou to represent the Terres Agricultural ea ; 
Me bh pe 5; 


5 


An. Meter at GW program was “organized on a somewhat comparablé basis” 
with reliance being placed upon ‘the Federal Extension Servite, aided. by. a 
Committee of Extension workers’ established to provide guidance for. that 
phase of work. 


' Similar atrangements were also worked out for the establishment ofa . 
pPogran with State Departments of Agriculture ‘and Bureaus of Markets, ‘whose 
participation was likewise: snecified in the Act. (The: Production ‘and Mar— 
‘keting Administration in tHe Department of “Agriculture was relied upon to 
“take nota atta) in the clear RAs of this phasé of the program . ak 
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TP asbanen oad serene activities were also initiated in the several 
Federal agencies equipped to do research within the Department of Agricul— 
ture, including ‘the Agricultural Research Administration, Farm Credit Ad— 
ministration, Forést Service, Soil Conservation Service, and the Production 
aed Ree ee ee ee 


The nee result of elt of these. activities with the several grouns ae 
“mentioned as well as othérs has been the initiation of a significant oe: 
scarch educational and service program to’ ‘carry out the purnoses and 
objectives of the Research and. Marketing Act. We regard the work Gon 
ducted by ‘the ‘cooperative Federal-State @xtension Service as an integral. 
part of this over-all program. This part consists of educational work on 
marketing and is financed from Title aT of canes ant which iaror odes for 
er hat a works Dina 


Even thoneh we have a substantial program under way, a nunber a 
Be os: continue to arise, with: regard td your phase, one the work, eee 
theséiquestions are? - Can the Extension Service, which in the past has ae 
been ‘primarily concerned with production activities, do an adequate. Job 
in the.field of marketing? Can this' work by the Extension Service.be -. 
properly coordinated with Salah ‘work performed by ‘Experiment. Stations 
and State:Buréaus of Markets? ‘Can the Extension. Service accomplish | ya 
regional coordination’ of its work in a Manner consistent with other Pee oe 
gional work specified*in thée-Act? In other works, | can it cut across 
County and State.linés to conduct effective marketing programs. which — 
. RTS teas ele have little regard for political boundaries? Is the 
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Service prepared to make the best-use of research emanating from the 
Research and Marketing Act in organizing and carrying out a marketing 
educational program? Can the Extension Service work with the new clientele, 
ae including sarketing agencies and consumer ETOUDSs with which ay eet bare 

i relatively less contact in the past? | 


ae Vave “These are cited as only a few of the many questions that have been 
A raised about the ability of the Extension Service to make an effective 

\s contribution to the program that is visualized.- These are questions ‘that 
oe only you can answer; and I take it’that a Work Show’ such as this is: 

& or Naa mach eo ye probing ec these oo 


‘No raped of this nature would Be camo otal atthiout some reference to 
the future. From this standpoint, I want to emphasize one point. It is 
evident, that the appropriations for the work contemplated by the Research 

' and Marketing Act have not and will-not. coincide with the’ ‘authorizations 
for appropriations: in the original legislation. Fer this: reason; it is 
apparent: that the amount of money to be apprdépriated for this work will 
Bi . depend greatly upon the verformance of the Extension Service as‘well as 
Me the other agencies participating in the Act. Bffective results- will have 
‘to de obtained to: get continued support for. the pregran. You must assume 
the greatest share of. responsibility in the attainment of ‘these’ ‘results as 
they pertain to marketing educational work. We, as: administrators, will 
try to-provide the. environment. that will give you the greatest opportunity 
.. for developing end carrying out gZood programs, We will try to ‘refrain 
, ‘from giving you detailed’ instructions as to how you must carry out ‘the work. 
Bc} We are confident that you, who have-had much experience in conducting edu— 
By cational programs in the past, can exercise good judgment in adapting your 
ia prograns to this. responsibility. The future of the Research: and etite ae 
-program rests‘in large measure upon you. 


ae ep tk ior. “SUMMARY. OF REMARKS ‘ow OPPORTUNITIES ND RESPONSIBILITIES | 


ay). ie Sia ae “IN! |THE EXTENSION MARKETING | FIELD 
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BY | Extension, during its many years of operation, has »veen looked upon 
Ge to some degree, as an agency to be called on to handle emergency programs 
By and problems, in addition to carrying on its established line of work. 


The Extension organization was used extensively during the First World 
War to help stimulate food production and handle many of the emergency 
agricultural problems. Demands for emergency aid were made during the 
drought period of the mid-twenties and during the wind-erosion years of 
the early thirties, and the Extension Service was also called upon to 
_ help set up and operate the Triple A in the early thirties. Many other 
such demands could be named, including — during the recent Second World 
War ~ the management of the farm labor program. All of these mary 
assignments were handled with efficiency that reflected a Xo 


ve Extension, 
i Wet ase 
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I am pointing out ‘Extension! s experiences of the vast to give 
emphasis, to the fact. t} hat. today Extension is not confronted with a re- 
quest to take an. emergency. assignment or to do a job outside its: own 
field, . The purposes and the concept. of the Research and Marketing Act, 
particularly the Title II section, in my opinion, represent fxtension's 
No. 1 opportunity and not just another tough job we are being asked to 
do... Even though we have for soite time been wanting, such an opportunity, 
I am not sure but that it has come much earlier than we anticipated. 

. Maybe the speed with which it came caught us somewhat unprenared.: The 
first few months after the. act was passed we were.a little confused as 
to just where and how to take hold of the job. During the past year. 
our friend H. M. Dixon and his associates have been giving much seca 
to the building of projects and the outlining of procedure. 


Confcrences: of ce Ieind we are helains beta kets lifting the fog- of 
confusion and uncertainty, so to speak, and we are-beccoming more sure of 
ourselves, In the past it has been rather common for criticism to be 
directed to our Department of Agriculture and. our. land-grant colleges, 
including both research and extension, to the effect that they were pro-— 
_duction—conscious and gave minor consideration to the marketing aspects 
_of the business of farming, No doubt such an. accusation has been justi- 

fied to a small degree. However, Extension has not.completely neglected 


this phase of agriculture. There has been in the past two decades a rapid 


development in all kinds of marketing organizations, such as farmers' 


cooperatives, curb markets, and marketing centers, in both small and large 


..,towns. Many of. the ventures in this field failed, but most of them have 
.; Succeeded, They were developed prinarily by the trial and error system 
..,and without the aid of research,. Most of these ma arketing enterprises . 

. were established on the initiative of an extension agent. It was he 
“who planted the idea and quietly guided it during the formative period. 


Through the provisions of the Research and Marketing Act, Extension 
will be able to develop necded basic information and will be much better 
prepared to give guidance to individual farmers and farmer groups with 
their problems relating to marketing and distribution. The question has 
been asked, "Can Extension do the job?" The answer is yes. Extension 
is not in the habit of failing. However, it is going to take more tnan 
a wish and a declaration. We must school ourselves for the job to be 
done. That is the purpose of conferences of this type. 
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REVIEW OF CURRENT EXTENSION MARKETING WORK BY STATES 


ALABAMA —— A. W. Jones 


In 1942 we elected a governor whose administration was convinced 
and tremendously interested in doing something about the great problem 
of agricultural marketing. They passed an act to set up a State market-— 
ing board and system of State markets. To date there has been half a 
million dollars svent in developing these markets. There are about. le. 
facilities, 2 poultry dressing plants, 8 fruit and vegetable marketing 
centers, and 3 curb markets that have has the benefit of some State 
funds, These operations ‘are controlled by State markets board, under =: 
the direction of the director of State markets; Also with the legisla-— 
tion came an appropriation to Extension to carry out the educational . 
work needed. Under that we have emploved several marketing specialists. 
We now SEG 9 ig pe arens ane 2 fields of work as follows: 


‘Fruit and Vorcerne Maricaitns —- John Bache, 
Field. Crops Marketing -——- Vacant at the present time. 
' Seed Marketing -—— Ralph Jones 
‘Poultry Marketing —- J. P. Weeks 
- Marketing Facilities -—-. J. ‘Ts. Gaillard 
Timber Marketing .-—- .I. R. Martin 
Fish.and Wildlife -+ io ed Ne 
Livestock Marketing | “W.: . Gregory: 


Consumer Education —~ rat in Ezzell 


Seventy-five thousand dollars: was: : appropriated to Extension Service. for 
marketing work. Neh : 

There are some other marketing jobs we are looking forward to. One 
-is the development of ‘an outline! for an RMA project, for a pit eae Neh 
in: the business’ aS in: eco eae he 


The way we have a a our sores crop - bg Nee Piet is 
distributed and used on a world-wide scale ~ has. not led to the develop- 
ment of many of the business practices in marketing that we need in con- 
nection with the handling of other products that we. are now growing: . © 
for market. 


° We: think eHene isa: field ve ao aveat at iets in edaition to ee 
commodity specialist for assistance on such problems. as. organizing, ~ 
directing, and managing a marketing - -agency , Eeneno ane marketing . 
operations and making returns to producers, : 


ARKANSAS - ‘Clay zs Moors | 


Before dicchea aa eareant re eae work in Bieaiena' I weird Ate 
to point out that the Extension marketing staff in our State has been 
small, ‘During the” greater part of the past three and one-half: er 
Arkansas has had Ret ‘one tlarketing spécialist.« as 
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Associate Director Gates has stated that the need of Arkansas 
farmers for more assistance with their marketing problems has been re- ) 
cognized for a number of years, but it has been difficult to hire 
qualified men, 


The present staff consists of Mr. Clifford Alston, Mr, Smith Greig, 
and myself. ° Mr. Alston began work -on:February 3, 1945, He was granted 
a year's leave of absence this fall to do graduate work at Cornell 


University, and will-resume his duties next fall. Mr. Greig wag added oh 
to the staff on June 14. of this. year. I- became a member of the. staff on i 
July 1 of this years. ieee Ri * 

As to current: macekine Agee in eee much of it 1s a: ‘continua- heer 


tion of work started in.‘the past. . When Mr, Alston came to the-staff in 
February of 1945, a number of: farmer cooverstives were being organized, 
At the present time, there are a-total of 126 farmer cooperatives in the 
State. County extension agents in these counties where co-ops were being 
organized,’ were in need of assistarice in working with these groups. As a 
result, much of Mr. Alston's time has been devoted to working with these 
newly organized “ccoperatives, “hn 1945, 18 new co-ops were organized, and 
in 1947, 22 weré organized. Mr; Alston personally assisted in setting 
up 14. of those established in'194”7., His work’ consisted of teaching the b 
history, principles, and philosovhy of cooperatives, as well as giving +. 
practical advice on problems -peculiar to individual groups. During 1947, 
he published Arkansas Extension Circular No, 447, entitled "Agricultural 
Cooperatives." This circular has: been-widely used in Arkansas, and many | 
-reouests for copies have been-received from‘other States. 4s 


No new cooperatives have been organized in Arkansas so far this } 
year.-.Educational work has been directed: toward making existing coopvera- iss 
tives more efficient, and in conducting ark effective membership educa-— { 
tion program, . . . 


In 1948, a-4-H Club contest in agricultural cooperatives was set up. he 
This is the first time a contest of this type. has: been sponsored in any 
of the eae keas ne SES is ~ read from copy. 
Mr. Piston ayered a series of lectures on’ ‘Toanoeeatiaee and the | a 
CountyAgent" at: the in-service training pee erence held at the University 
of Arkansas in June of’ this year, : 5 eae 


During the years 1947 and 1948, Mr. Alston and W. S. Pollard, . oR 
Extension Poultryman, held a:series of joint meetings in various counties Eafe 
on the production and marketing of eggs and broilers. Mr. Alston pub- 
lished'’Miscellaneous Publication No. 22 entitled "What Is A Good Egg?" 
and Leaflet No. 38, entitled:"Better Eggs Mean More. Money." . 


Mr. Alston also essisted in holding a series of meetings with milk 
producers. These meetings were for the purpose of studying marketing 
problems - Son SEDER yee arrive at courses of action f:,:): 


When ia ‘Aleton Ceuta e he iano oe Not baste oe with coopera- 
tives and with problems relating to the marketing of livestock and 
livestock products. 
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Yr. Hilliard Neersen oread as extension pee cine specialist in 
Arkansas from November 1, 1946 until January 14 of this year. He was 
assigned to working mainly with problems relating to the marketing of 
fresh fruits and vegetables, During the time Mr. Jackson worked as 
marketing specialist, he assisted in educational work that resulted in 
the passage of the Arkansas Fruit and Vegetable Labeling Act of 1947. 
This Act became effective June 12, 1947. It apnlied to apples, peaches, 

strawberries, tomatoes, and Irish potatoes. After passage of this Act, 

_Mr, Jackson directed an educational vrogram to explain how the Act 
would affect individual growers, County meetings were held with growers 
of the various commodities. 


; Mr. Jackson also assisted in securing the location in Little Rock 
OL a district office of ‘the Federal Supervisor of Fruit and Vegetable 
Inspection for Arkansas, Oklahoma, and Southern Missouri, This office 
was established in November, 1947. It shares office space with the 

_Arkansas State Plant Board. . The State Plant Board is the enforcement 

agency of the Arkansas Labeling Act. 


I came to the staff the first of July of this year to occupy the 
position formerly held by Mr. Jackson. We plan to continue educational 
work on the benefits to be derived from the Arkansas Labeling Law. . 

~ While this law has been generally accepted by fruit and vegetable growers 
over the State, there are some trouble spots, ‘such as are always found 
with laws of this type. | 


Mr, Earl Allen, Extension Horticulturist, and I plan to work to~ 
gether as much as possible in meetings that are held in the counties, 
We wish to emphasize that planning must be given to marketing PE 

at the same time that growers are planning production. 


Mr. Smith Greig is assigned to a specific RMA project. This project 
has as its objective: The creating of interest among the processors and 
growers of truck crops for canning, in the grade system of pnurchase at 
canning plants. At the present time, all crops for canning in Arkansas 
are purchased on a field run basis, Mr. Greig visited several plants this 
summer and graded the raw preducts as they were coming in, He gave a 
copy of the grade reports to both the erower and the canner. The data 
he accumulated have been supplied to county agents. It will be used in 
educational meetings, 


In the future, we are hopeful of setting up demonstrations at at 
least five processing plants to demonstrate the economic effect.of pro- 
cessors purchasing fruits and vegetables from growers .on the basis, jente 
U. Se Grades. 


GRORGIA ee CG. G. Garner 


Georgia at the ‘present’ time has six men. employed as marketing 
specialists. They are working in the rue fields: 


4 “Poultry and’ ‘Eegs. ‘Oné specialist ~~ A large portion of. the. 
poultry ‘marketing specialist's time is spent. ‘in conducting 4-H Club egg 
marketing contests. In addition to developing markets’ for 4-H Club © 
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produce, standardization of products, establishing of erodes, etc. are 
alse important parts. of. the project. He also. has an over “all poultry 
and egg. marketing project for apalies hist 
(2) Fruit and Vercsebles.” One es ae —— This specialist 
carrie& on work with cooverative fruit and vegetable orgenizations © ‘of 
_ the State, including two cooperative farmers! markets, Until recently 
he has not done much work in assisting the farmers in grading ‘on the.) ee 
State. Markets, but now there 4s a move underway te get machinery and’ per ag 
sonnel. to help in grading and standardizing the products on these ht 
A cooperative for this was set uo in the Moultrie market. “Peack gveding, | 
is an example, which we now have underway. He is planning ‘Lis’ winter — 
jo make, a. peach tree survey of the State to determine some sf che future 
“narketing needs. and problems in ‘this commucity. A regular two-day vege— a 
table marketing school is held. gach year at Abraham Baldwin Agriculture — 
Col ssEas 


(3) Sweetpotatoes. one Speotarias — The seeteniety on sweetpotatoes — 
works with the 4-H Club sweetpotat> production contest. Emphasis is 
placed on pure disease free seed, piant production and on marketing © 
standerds. .. . 7 oe 


(4) - Cotton. One. specialist —- ‘This specialist? work is with the one ’ 
variety cotton under RMA.: One marketing specialist is devoting full time 
to an RMA project on identification and marketing one variety. cotton. 
This demonstration was started on February 1, 1948 in six selected one 
variety communities, which normally, croduce approximately 13,000 bales. 
It has the objective of ‘identifying cotton ‘produced in ‘these communities, 
by - means.of .an identification tag attached at the time a4) is ginned.. The 
cotton is to be followed through classification, assembling aie ‘lots ac 
cording to variety, into consuming mills, Mills have agreed to cooperate — 
in spinning identified lots in order to demonstrate advantages in secur- 
ing cotton of known variety characteristics. . Ry 
A new Tone stanle variety, Sealand, was planted this year in one 
area. The cotton and all of the seed goes to the cooperative under a 
program planned to Keep. the seed pure and the cotton unmixed. 


oy Cooperative Accountine: “One specialist —~ This specialist 
Perks with small cooperative associations on records and accounts. ‘He. 
gives assistance to cooperatives in the keeping of proper records and 
accounts. and.in explainine: gudtts to cooperative members at meetings. 


46) eral Crops, Livestock, Dairy ‘and Pecans. One specialist: - 
This specialist is secretary to the Georgia Cooperative Council and the 
Georgia Association of Dairy Cooperatives, the latter composed of sixte 
cooperative fluid milk plants. He sunervises and conducts the 4-H Live- 
stock grading contests at cattle show sales, In this ‘connection, over 
twenty cattle show sales.were held in 1947, He also works on the 
standardization of various products.» 


3 All market, information -is sent oub through ; the regular channels, _ 
that is, we use .our information . ‘service Be Wy making» Cpe aGhs) with the 
press. and.radio. } 


la 
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te We Pest that. the policy of our administrative staff is important in 


the conduct of Extension marketing work in Georgia. They have encouraged 


a general policy of finding out what marketing programs are being conducted 


in other States that may be of interest or value to Georgia, and then to 
get such information and plané and bring them back for use and capaci 
oan. our State. 


KENTUCKY --- 1. A. Yennes 

Marketing work in Kentucky is divided into four general phases; 
(1) outlook and market information; (2) commodity marketing assistance; 
(3) consumer information; and (4) giving educational assistance to farmers 


interested in cooperatives, 


Outlook and market information work is cerried on throughout the year 


‘but spécial emphasis is given.to Outlook curing the winter months. Special 


effort is made to keep the County Extension personnel informed and to en- 


courage the use of this information in all extension meetings. Some idea 


of the emphasis given to Outlook is shown by the fact that a full half day 
of the Annual Extension Ghia ahs ‘is given over to the Sta pauecseteis of 
ey os 


Rodnsdith: mecece ans work..is carried on during the whole year. This 
work is conducted for all commodities where farmers have problems or are 
interested in market improvements. Major emphasis is placed on dairy, 
poultry, other livestock and livestock products, tobacco, strawberries 
ae ees fruits and heel See f | 


Work in he RIN SH is a new development in-Kentucky. This 
project: was set up under the Research and Marketing Act and‘ one full-time 


person is employed. This work is. centered in Louisville where the press 


and radio are used to disseminate information. on: "best buys" as a means of 
“assisting both the consumer: and the- Bree noe ray of Preduess which are in 
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, hie ork with farmer. cooveratives is given special emphasis in 
Kentucky due to the needs of farmers for improvement in. their, marketing 


services. (The term marketing is ‘interpreted to mean marketing,’ nurchas— 


ing and other farm services.) 


Due to the fact that Extension personnel as a whole are untrained in 
the field of cooperation it has been deemed advisable to spnend a large 
amount of time working with Extension folks through personal conferences, 


group conferences, and short courses in an effort to get and keep them 
well informed on cooperative developments. Similar work is, ‘of course, 


_ carried ‘on. with members, directors,: officers and managers of coovera-— 
abeves |: as well as’ other eines nL A, in rovostatabie ana 


aye ae ekbemindnts in mohoent rated extension work. in’ +e field 
of. cooperation is being carried on in-seven counties in Western Kentucky. 
ae Field Agent in Cooperation is located in the area and carried on a full- 
time: program of cooperative education. This is:an area of ‘small farms and 
_Telatively Lie incomes where Negi Seat has much to pert ae While this 


‘ 
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program has been carried on for less than three vears, the results have _ 
_.- been gratifying and indicate that this type of extension approach has 
merit. ; Ae aay 


Two RMA Extension projects are under way in the State. The one in > 
consumer hefyrmatiahas already been mentioned. The other project is set 
up to demonstrate the desirability of selling eggs on U.S. grades, This be 
project is in its first year and there is little to report except that 7 
very fine cooperation is being encountered from the poultry specialist, 
representatives of Armour & Co., the county agents and the poultrymen. 


LOUISIANA -—~ Director J. G Richard 


We have three people working in Extension marketing at the present 
time. Mr. Reid Grigsby is assigned to general marketing work that has 
been going onesince the early 1920's, Miss Esther Cooley at Baton: Rouge 
and Miss Virginia Hower at New Orleans, are both on marketing in con— 
sumer So NS, 


In 1940 we had a program initiated na legislative action under. ine 
State Market Commission. They had in mind giving service, financing co- 
operatives, etc., but the financing of co-ops is being discontinued this 
year. The work in forestry, including marketing has been going on for — 
many years. We have an RMA project in forestry which we hope will be 
approved soon. In consumer education work, we have city workers in 5) 

cities. Our general marketing work is closely tied to co-ops of which 
there are 164 now in Louisiana. These co-ops are serviced by our neople 
in the respective commodity fields. We like to think of tying marketing > 
work across the board by commodities as we do with engineering and 
editorial work. In marketing you necessarily have to tie in with every- 
body's field. We have hopes that the work in marketing will be empha~ 
sized to a greater extent than it has been in the past. However, 
Extension work has included marketing since its beginning. We need to. 
get on marketing work that affects the farmers! pocketbook. The 
following cities in Louisiana have associate or assistant home demon— 
stration agents for city work: Baton Rouge, Monrow, Alexandria, Shreve— 
port, and Lake Charles. These five agents, in addition to the three 
State workers, all work together on consumer education related to farm 
marketing problems. 


MISSISSIPPI -—- S. W. Box 


Extension marketing in Mississippi is effected by two Legislative 
‘acts. In 1944, the Mississippi Legislature passed the State Marketing 
Act creating the State Marketing Commission and providing for funds for © 
assistanoe in the development of marketing facilities on a. commodity basi 
The Extension Service under this act is directly responsible for making 
surveys, instituting organized production prograns, and information in. 
reference to kinds and tywes of facilities, as well as information in re- 
ference to operations. Since the Legislature passed ‘this act in 1944, 
twenty-five projects have been completed, dealing with practically all 
commodities produced in the State. other than: cotton and cotton seed pro- 
ducts. The total value of all facilities developed under this program 
So Tee ie to a little less than $1,000,000, 70 percent of which ceurane 


‘Big it 


supplied by local farm cooperatives. So far, this program has been satis- 
factory from the standpoint of the Mississippi Extension Service, the farm 
leaders who sponsored the program, as well as State officials. 


In 1946 the Legislature passed an act creating a State Markets Board and 
appropriated funds for the construction of a wholesale produce market at or 
near Jackson, Mississippi. The Extension marketing department of the Missis— 
sippi Extension Service has been in constant contact with this project since 
its beginning in an advisory capacity. The State of Mississippi has invested 
approximately $1,000,000 in this project and the administration building on 
the market. In addition to providing office space for the market manager, 
it also provides office space for the market news service on poultry and 
poultry products, and fruits and vegetables, the Federal State Inspection 
Service, two extension marketing specialists on fruits and vegetables, and 
one extension marketing specialist on poultry. We have hopes that this co- 
ordinating set-up will give the farmers of Mississippi a most satisfactory 
farm marketing program for these commodities. 


x 


< 


This act sets up funds for a State Marketing Commission to make direct 
grants for the purpose of acquiring marketing facilities up to 30 percent of 
the cost of the facilities, 


Discussion —- - — 


Se ee oe eee ee ee ee gh ii 
ee a = . * oye Mee ; 2 aor et 


Question: What is Extension's responsibility in connection with the granting 
cuniy of funds to cooperative organizations? 


Answer? The commission is composed of 3 farmers, the director of extension, 
the commissioner of agriculture, and the extension marketing 
specialist. When an avplication is fided, it is filed with the 
director of extension. It is a pretty direct act, but it hasn't 
caused us any trouble so far. 


Question: How are marketing facilities operated? 


’ Answer? They are farmer owned. The Commission cannot make a grant except 
to a bona fide farmer cooperative. 


* Question: When a request is.made who has the responsibility for analyzing the 
| en situation to see whether the group qualifies? 


Answer: The Director has been looking to the Extension Marketing Departnent 
for that. It is our baby so far. We have 3 Extension men that 
are separate from the RMA projects. So far the only place they 
fit into the specialized program is in actual grading ond marketing 


Question: Are research people involved? 
Answer: We ask research people for recommendations on special problems. 


For instance, whether a certain soil type is adaptable to 
sweetpotatoes. © 
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Extension marketing in North Carolina ‘is canduated cy two ° full-t time 
men specialists and two part-time women specialists. One of thé men te, in oe 
charge of all general agricultural marketing and the other is s responsible — 
for cotton marketing activities. e . 

The specialist who is responsible for general marketing devotes the ie 
Major part of his time to the following pie scetes Pane 
A. Marketing Principles a This project is designed to teach general 

marketing principles including such subjects as marketing agoncie 

marketing systems end factors effecting prices. ‘The work is 
carried out by means of mee tings and discussions with interested 

groups. pangs i elty 4 


B. Marketing Information — The purpose of the project is to teach 
how to locate, interpret and use market information, The project 
is conducted with county agents in meetings and fear. groups 

C. Marketing and Purchasing Through Organized Cooperatives <. “Due tou 
the lack of proper information on the part of cooperative member 
directors and acne many pad nants wa eet eae 


cooperative sick It would include assisting Laat Le 
who have had reouests for information on forming new cooperative 
discussions of cooperative princivles, and membersh ip educational 
programs. . Tne 


Dy Livestock Marketing —. The specialist works with the county ag 
and the livestock specialists in Se ane ra 4H Club ‘shows a 
sales. 


Ee Sweet Potato Marketing— This project is eed to disseminat 
information on Cay) consumer preferences for sweet potatoes as 
relates to varieties, types, sizes, grades, and condition, (2h 
price differentials between grades, (3) other factors affecting 
prices, (4) market outlets, and (5) increasing consumption by _ 
narket ing high quality sweet potatoes, This project is carried 
out by means of meetings, discussions with interested groups, | 
the distribution of apprepriate rinses icant and. oon articles.- 


Pe Special Sales’ — From tine’ to tine producers. of farm commodities 
ty are unable to dispose of their products at satisfactory prices — i 
through noral channels due to the withdrawal of buyers from tt 
market, production in excess of normal market requirements, or 
other causes. The extension specialist renders assistance ea sie 
helping to solve such problems, The solution may take the forn 1) 
of special shipments Be sales or other informal or’ co- —opera— 
tive approaches, 


G. Special Purchases — Quite often farmers are unable to obtain 
needed supplies such as seed, feed, packaging material, etc., 
through normal purchasing channels, The extension specialist 

“offers assistance in locating sources of needed supplies and 
obtaining price quotations, 


Before passing to the work of the cotton marketing specialist, it may 
be well to mention that marketing work in dairying and forestry in North 
Carolina is largely conducted by the specialists in these fields. 


The eotton Marketing Specialist is a joint employee of the North 
Carolina Agricultural Extension Service and the Cotton Branch of the 
Production and Marketing Administration. He is responsible for the fol- 
_ lowing projects: 


A, Cotton Seed Placement in One-Variety Communities ~ Under this 
project, the specialist acquaints the county agents with reliable 
sources and prices of available cotton Bar Wana seed to be used 
in poe eae. communities, 


eae as Ae 
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4 ine Cotton Classing and Market News — The specialist works with 
county azents to form one-variety cotton communities. These 
communities make application for the free Smith Doxey Cotton 

q Classing and Market News Service as provided by the Cotton 

Branch of PMA, It is necessary each year to renew the appvli- 

cations and the specialist assists. county agents in the making 

of renewals, 

During the ginning season, the specialist makes periodical visits to 
cooperating gins for the Purpose of showing and demonstrating the proper 
method of taking representative samples. Any questions concerning the class 
of cotton or cotton marketing as it applies Eerie is discussed with the 
ginner, . 


As a follow-up to the Classing Service, the extension specialist pre— 
pares a semi-monthly summary of the cotton classed from each county. The 
summary shows the number of samples ‘classed by gins, the grade, the staple, 
and the gin preparation. The summary is mailed to the county agents and to 
the cotton gin specialists. The county agents find this summary useful as 
a guide for planning cotton picking demonstrations, news articles on grade 
and staple, and circular letters concerning harvesting and marketing. The 
gin specialists use the summary to locate gins which are Reaiiekel cotton 
in grade because of rough ginning. 


Cs ° Cotton Support Program —- Under the directbon of the Extension 
cotton marketing specialist, the North’ Carolina Agricultural 
Extension provides two clerks who are stationed in the PMA 
Gotton Classing laboratory for the purvose of stamping the 
Government loan value on the class cards returned to cotton 
| producers, This service gives the grower, in addition to his 
official grade and staple, the lean price per pound as pro- 
vided by the support program of C.C.C., and gives him a better 
basis for determining the market value of his product. -It is 


estimated that this service alone will result in savings to) 
_. North Carolina cotton growers of over one-quarter of a million — 
dollars this year. The specialist conducts meetings with 
county agents, warehousemen, ginners and. producers to discuss 
questions concerning the cotton support program. Simplified | 
material is prepared and distributed to county agents relative 
_to the support program. 


the development of Home Demonstration Curb Markets, in 1947 there were oe 
of these markets operating in the State.. Thirty-seven of these for white 
folks and 6 for colored sellers. Twelve huncred and seventy-two sellers 
participated in these markets doing a total of $570,141 of business. 
Poultry, eggs, and vegetables were the largest items of the sale. 


North Carolina Extension Service has also sponsored ane assisted with 


OKLAHOMA -- A, W. Jacob 


. Extension educational work in marketing was carried on during the year 
by James R. Enix, G. K. Terpening, Ford Mercer, Ed Granstaff, Mabel Walker, — 
and myself. . 1 eae 


_ Mr. Terpening, who handled cotton marketing and farm management, resign 
ed in June to go with the Wichita Bank for Cooperatives. Ford Mercer was 
added to the staff in February on Market Information and Consumer Education 

Work. Hd Granstaff came to us in August this year to do whexs marketing, 

and Miss Kabel Walker on October 1, 1948 to expand the Consumer Education 

Work, 


as 


I, County Agricultural Council Committees. In éarrying out market- 
ing work, about one-third of the county agents established marketing com 
mittees as a part of their council in the fall of 1948 to assist them in 

:- working out educational programs. This leadershin training phase of the 
work is being projected into 1949 with leaders added in each county as con- 
sumer educators, 


ee Tt. ¢ Outlookvand Pricss:) All istere wenbereraataten time throughout the — 
ON BEEN in. informing all Extension workers, leaders, and farmers in outlook and 
price work, Wot only is agricultural vrice and outlook given, but informa- 
tion on general business conditions which are so clearly tied to agricul> 
tural prosperity is also supplied, | ; 


A statistician is employed to receive, assemble, and prepare current _ 
tables and charts on agricultural prices, and market volumes.. These are ~ 
available to all staff workers for review and use at extension meetings, 

. conferences, radio, and other ways. _ aa a i 


‘ 


III, Publications, Marketing specialists contribute articles regularly 
to two publications. First, to Current Farm Economics issued by the Okla- 


. homa Agricultural Experiment Station. This publication is edited every ; 


wf is , 


other month and deals with the current agricultural situation and special 
. economic problems. The second publication is Farm Business Facts, This 
a mimeographed circular nrepared every other month by the marketing — Wee 
. specialists of. the Extension Division. In this nublication, short reviews 


are given of economic problems and programs underway by the staff members. 


Both of these publications are distributed through reguler mailing 
lists te agricultural leaders. These publications go to county Extension 
workers, to officers of farm organizations, officers of cooperative associa- 
tions, trade organizations, chamber: of commerce, vocational agriculture, 
veteran's agricultural training teachers, marketing committees set up by the 
county agents, and to personnel of government agencies. ! 


The following brief review will give you an idea of the current com- 
modi ty aoe vrojects: 


IV. Livestock and Wool. 


a. livestock Clinic, — A two-day livestock clinic is held - 
annually at the Oklahoma City livestock market in cooneration with the live- 
stock industry at this,market.. To this clinic county Extension workers, 
livestock producers, and others are invited to attend. Information is given 
en percentage and actual cut-out values of different tynes of hogs and lambs. 
Dressing percentage and grades of cattle, hogs, and lambs are studied on the 
hoof and after being killed. About one-half of the time at the clinic is 
devoted to demonstrations end insvection of facilities for slaughter and 
processing, and the balance of the time is devoted to discussions on out- 


‘look, diseases, and production problems. Outstanding persons in the live- 


stock industry have been secured for the program. Last year Charles 
Burmeister, of BAH presented the outlook in a very able manner. 


¥ b. Graded Lamb Marketing. — For the tenth year the grading of 
lambs on farms has been carried out with a view of assisting producers in 


placing on the market a higher percent of top grade lambs thus securing 


higher proceeds and improving the outlet for Oklahoma dressed lambs in 
eastern markets. In 1948 these, lambs went to the Wichita, Kansas market 
for slaughter. The heaviest shipments were from Grant County. This vro— 
ject is a combination marketing and production project in which both vro- 
Guction and the marketing specialists cooperate in holding field meetings 


and in developing the Hee et Producers are especially well pleased with 


the eee 


ce. 4-H oie Wohl Grading Schools and Contests. -— The 4-H wool 
grading schools are in their tenth vear. They are open to 4-H livestock 


club members. This project is continued throughout the years to interest 
juniors on grading and marketing of wool on grade. We assist with county 
schools, supply information, demonstration material, and conduct a state- 
wide contest at the state fair. This year 4-H Club members from thirteen 


counties participated. 


d. Market Supplies. -— Current livestock market supply tables 
4ye currently prepared throughout the year and these are made available 
to County Extension workers and others showing the trend in the market 
receipts of cattle, calves, hogs, and sheep at Oklahoma City, Kansas City, 
and the ten large markets. 
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; _ a Qutlook and Market Demand. -~ Conferences and meetings were 
held with producers and dealers throughout the year in keening them inform- 
ed of the outlook and price situation. Marketing margins were studied and 
this information made available to leaders and producers, ; ; 

b. Dairy Product Sales Agency. ~ With Kansas extension special-— 
ists, I assisted farmer cooperatives in Oklahoma and Kansas in developing 
a regional cooperative sales agency to market dairy and poultry products in 
the Southern States. This sales agency is now doing about a one-half 
million dollars worth of business per month and is displacing individual 
selling by each of the organizations in the sales area which extends from 
California across the Southern States to Georgia, It was found that each 
of the organizations had made contracts in this area for selling products, 
but that the selling and freight costs were too high, The plan has re- 
duced selling and freight charges and promises to grow, A rrogram for the 
standardization of the quality of products is also being worked up. 


c. Milk Bargaining Associations. — During the vear there were ay 
a number of inquires by producers and committees representing producers at a 
large milk markets about bargaining associations, Although very little aa 
time was given to this type of work in the past, it has developed to be a eg 
very important phase of our work this year. We supplied producer groups ex 
with suggested orgenization papers, circulars furnished by FCA, and pro- 
grams used in other markets by organized associations. 


ds Quality Improvement, - Conferences and news releases were 2 


used throughout the year in informing producers, handlers, and consumers ai 
of the prices of the various grades of dairy products, with a view of secur- 
ing improvem nt in quality. Cream and milk coolers are again more readily 
available through handlers, and many were installed by producers during 

the year. A marked improvement in the quality of dairy vroducts coming 
from Oklahoma farms has been made during the past few years. 


VI. Eggs end Poultry. 


a. The 1947 Egg Law. — Under the new Oklahoma Egg Law, there 
was an increased interest in the grading of eggs throughout the year. We 
assisted in putting on demonstrations and in supplying information to 
county workers and leaders on procedures in grading, and also, in estab-— 
lishing egg grading stations in cooperation with the State Board of 
Agriculture and the U.S. Department of Agriculture, Poultry Branch, 

. Colored slides prepared by the Poultry Branch of the U.S. Department of 
Agriculture were in constant use by county agents and myself. Several 
of the larger handlers of eges improved their facilities, and increased 
the use of established U.S. Grades. About 1,100 dealers and handlers oe 
have been licensed for operation under this new State law.’ Oklahoma graded 
eggs are.now found on, several of the larger out-of-state markets. 

“bd. Farm Credit Administration igg Marketing Survey. - During 
March and April I assisted the Farn Credit Administration in making a 
survey of the marketing of eggs for 22 cooperative produce stations operat— 
ing in various counties of the State. hen this survey was completed by af 
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them, the Extension Service called representatives of the 22 stations studied, 
to a meeting at Enid and the results.of the survey was presented to them. As 
'. these stations have been-handling,eggs on a "current receipt" basis, it was 
found that this survey has assisted materially in stimulating interest in 

_ grading and improving the local marketing and cooling facilities which should 
-. further improve the quality and-grade in 1949.. ~ 

VII. Cotton. 


a. Smith-Doxey. -— Classing of cotton was continued throushout 
the year, The following table shows the development of this project up to 
this year. 


Percent Classed 


Pitot Bales Classed 


Under Smith~-Doxey Under Snith-Doxey 
ACL: - | 
1938-39 545,196 3, 386 pes 
1939-40 520,433 5 45,017 ABGG 
“1940-41 777,563 129,158 3646 
1941-42 697,910 215, 380 30.9 
1942-43 693,192 369,900 53.4 
1943-44 . 373,470 228 , 666 61.2 
1:944-~45 608,258 354,207 58.2 
1945-46 285 ,000 Mab heAKae 65.2 
~ 1946-47 262,000 L665509 63.6 
1947-48 325,000 199,992 61.5 


OE OPN RE A IE SIL MOTE ES Na a] co Oe ee a ee NR OR Al Eran semen Nr LL 
*Reports from Cotton Branch, Production and Marketing Administration, United 
States Department of Agriculture, 1104 South Ervay Street, Dallas, Texas. 


In sections of the State where cotton is sold in the lint, practically 
all of the farmers are: using Snith-Doxey classing as a basis for placing 
their cotton: in the government loan and for private sale of the cotton to 
the Oklahoma Cotton Cooperative Association which handles about 30 percent 
of the cotton in the State.. The servicecannot be used in areas where cotton 
lint is sold in the seed. 


b. Marketing Circular. - Circular 435 edited in 1947 on Market— 
ing Cotton in Oklahoma was revised and prepared for print during the year. 
This circular is extensively used by adults and veterans's training classes 
in thé cotton counties and for 4-H Club :aembers praticipating in the cotton 
classing schools am contests. 


--@,. Bookkeever's School. -. A bookkeeper!s school for cooperative 
cotton gin. bookkeepers is conducted each year. This school lasts for a week 
and is sponsoreé jointly by the Extension Service, the Oklahoma Agriculture 
Cooperative’ Council, the Farm Credit Administration, and the Wichita Bank 
for Cooperatives. Representatives of- fourteen organizations attended this 
year. 


~ 
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at Bs 05: to 5:15 p.m. Handlers and producers were alerted to the hour, 


+ 


| do. AH 4-H Club Cotton Classing Schools: and. Cc and. Contests. - In, Tine. 
‘with other educational programs, 4-H Club members enrolled in crop ‘projects 
were given instructions in the U.S. grades for cotton. Cotton produced in 
their projects was classed and values computed. This work was carried on 
in eleven counties and instructions were given to about 465 club members, 
adults, and leaders at these county schools. The State Cotton Classing 
Contest was held at the Oklahoma State Fair, September,” 1948, 


VIII, Consumer Education and Market Ra Rees 


a. This new project was started with RMA funds in February, 1948. 
It was decided that the first problem to be attaeked was the improvement of — 
the marketing of eggs on gerade and to secure an understanding by producers, 
handlers, and consumers as to the curreny outlet for the several grades of : 
eggs in representative towns of the State. With this in mind, Ford Mercer, | 
in charge, prepared a survey blank. He secured consumer preference data as 
-to the present demand and prices’ for the several grades of eggs. This 
survey was carried on through the Home Economic classes of the public 
schools in practically all of. the towns. The towns selected were Tulsa, 
Oklahoma’ City, Enid, McAlester, Miami, Lawton, and Chandler. Following the 
collection of these data, the survey was summarized and placed into the 
hands of county workers and other local leaders interested in the handling 
and consumption of eggs. Since the issuing of the circular reports, a 
large number of ovestions have come in about the programs and it is now 
being carried back to consumers and handlers of eggs in the various towns 
of the State. ee 


IX, Market Information, 


ae Pac ot News in the Marketing of Yatermelons. At producer > 
meetings in the spring of 1948 the Extension Service was eer cnned to supply Pigs 


their marketing federation with daily market price information on water-— a 
‘melons which would be received in time for them to use in making sales of . 
watermelons. This information was also to include temperatures at selected 

markets where most of the melons from this area were being sold. .With this 
in mind the project was set up. Contacts were made with officials of the 
Vegetable Branch of the PMA at Kansas City, who agreed to sun»ly us with 
daily wires on information taken from their leased wire, on the prices of 
melons at selected markets, to the north and east. The Weather Bureau at 
Oklahoma City was contacted and supplied daily forecasts of pene e 
at these markets. 


Contacts were made with radio stations in the State regarding broad~ _ 
casting the information, In doing this it was found that only one station. 
KVOO, Tulsa, had a broadcast when time could be secured early enough in them 
afternoon to supply the various handlers with the market information needed — 
in time for selling. This was broadcast daily during July and September 


and many favorable comments have been received for services which were 


rendered, About ten other stations carried the markets early the next be 
morning. 
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Marketin High 


: Wheat Produced in Oklahoma. 


ig a. We have grown in Oklahoma two groups of Hard Red Winter ‘heats, 
which are classed as undesirable in milling quality. In the past few years 
the undesirable varicties have been in the majority. 


grain handlers of Oklahoma and work out a method of repaying those farmers 
who are raising the desirable varieties of wheat. This may be done by naying 
them a vremium on their wheat or some other plan which will distinguish 


them from those raising undesirable wheats, 


Our plans in the immediate future are to contact. the millers and other 


The tentative plans are to organize wheat improvement organizations on 
a community or three-or-four county basis, to encourage the production of 
the higher milling quality wheats, After these wheats are produced we are 
encouraging each local elevator to bin the desirable and undesirable varie- 
ties separately as nearly as possible. By so doing, this will assure those 
farmers who have raised the higher milling quality wheats a market for their 
wheat and more than likely a price premium. — 


Xi. Cooverative Associations. 

+ a» Hducational material was supplied leaders in cooperative 
marketing and purchasing of farm supplies. Special assistance was given 
the Oklahoma Agricultural Cooperative Council in holding a summer camp and 
in the holding of district one-day information institutes. Committees 
set up at these institutes secured the establishing of a large coonerative 


fertilizer mixing plant to servé State farmers, 
PUERTO RICO — Bartolome M. Morell 


Puerto Rico has been described as having asugar economy. Sugar cane 


_ constitutes certainly thé main source of income for Puerto Rican farmers 
and for the Island as a whole. According to the 1940 Census of Agriculture 
there were around 55,000 farms covering approximately 2,000,000 acres of 


land in Puerto Rico. A narrow stretch of coastal lowlands and some 


interior valleys are devoted’ to sugar cane. Fourteen percent of all the 


‘farms of Puerto Rico, that is, around 8,000 units, produced sugar cane on 


around 18 percent of the' total area of the Island, but they include a little 
more than 40 percent of all thé tillable land, — Z 

Sugar cane and its by-products have accounted for about 50 to 75 per— 
cent of the total export value of the Island during the last 5 years. From 
the standpoint of net income the Sugar cane farmers have received from 45 
tp 55 percent of the total net income of Puerto Rican agriculture. 


Sugar cane production is largely a big land-holding proposition 
either privately or in farms held: under governmental control by the Puerto 
Rican Land Authority. This fact permits a well rounded organization which 
can tackle efficiently the problems pertaining to their spheres of 
activity. 


The other side of the picture is different in this particular aspect 


from the ‘sugar cane industry. The other 47,000 farms devoted to other 
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crops cover an area of around 1,400,000 acres of which only 500,000 are — 
sillable. The-rest is in pastures, forests: and ‘waste dands. This 4 
mountainous interior region is devoted mainly to the production of tobacco, 
Coffee, minor crops, vegetables, fruits and cattle raising. “Big land hold- 
ings are known in the sugar cane production, but they are not found in this 
area, It is not hard, to realize that with an average farm area of around 
ten acres of tillable land in a mountainous region, agricultural production 
should be characterized by a particular set-up which does not allow the 

type of organization which prevails in the om cane producing area. 


Marketing of Coffee and Tobacco. 


An analysis of the sdharerane which characterize marketing activities © 
in the central area will show the important role played by marketing co- 
operatives in creating order and establishing better practices in coffee 

and tobacco marketing, Orderly MInarketing have been brought into the 
picture by these cooperatives, They have been successful to a great ex- 
tent in bringing a vertical’ integration in the marketing process, The 

same thing can be said of the two cane sugar cooperative marketing associa- 
tions which operate on the Island. 


Inefficient and wasteful methods have to a great extent disavpeared 
from the picture. In the case of tobacco and coffee, middlemen have either 


discontinued operation or adopted the methods of the association. Generally iG 


these organizations have adopted correct methods of handling, proce ssing, 
“and distributing their products, The Extension Service has in one way or 
another helped them, However, it is correct to say that they have evolved 
under their own initiative towards the advantageous eke aaa which they 
have attained. 


Extension marketing work with these cooperatives is more in the’ sense 
of educating their members in, the principles and practices of cooperative 
marketing . Generally the menbers of the cooperative association have had 
rather very low levels of schooling end it is difficult for them to under- 
stand the principles involved in’ marketing, especially in cooperative mar— 
keting and pooling. The fact that around 50 percent of the tobacco growers 
which are members of the Tobacco Cooperative Association, have less than 
4 years of schooling is very significant when we consider their attitude 
towards the problems of their association, In groups which have had such 
low levels of schooling, advice and guidance should be given in very simple 
and clear ways. 


fruits and Vegetables, 


Fruits, vegetables and minor crops constitute around one-fifth of the 
total value of farm production. Market ing these products in Puerto Rico 
shows the typical conditions of a market where there are little or no re- | 
gulations regarding erades, packs, and ways of marketing. Definite grades 


of products _ are not established practices in the marketing of. these pro- 


ducts which are raised any small patches of, land. 
Customarily all sizes and qualities are packed in the same ‘container. 

. Root crops as sweet potatoes, tanniers, Puerto Rican celery and yams, are 
sold in second. hand burlap bags. previously used ‘for sugar . cane, commercial 


Wao poe 


- fertilizers, and imported rice, and potatoes. Oranges, mangos, grapefruit, 


and pumpkins are marketed in bulk in trucks. Generally no grading other 
than picking out spoiled fruits is done previous to shipping the fruit to 
the city markets. Due to the methods used for transportation, spoilage in 
transit and handling is considerable. However, the fact that all fruits are 


sold as fresh products, permits the prices at which consumers get them, 
especially oranges and mangos during season, to be rather low. 


Vegetables are planted near the market areas. In spite of that, the 
methods used for transporting the product to market contributes greatly to 
the spoilage of such highly perishable products. The containers used for 
this product are mainly burlap bags which are not suited for this purpose. 


_ These facts are weighte® by middlemen who operate in the market. The risk 


involved in handling and grading these impronerly transported products re- 


’ flects uvon the price that cape get as a proportion of the price paid 
-‘by consumers. 


When the products arrive at the market they are rouent by wholesalers 
or retailers. With very rare exceptions these markets are inadequate for 


the handling of the products sold in them. The physical facilities are very 


small and vendors are crowded in such a way that display units almost touch 
each other. It is almost impossible to walk around mA bpoUt bpEP soe over 
buyers and sellers, 


‘The conditions which vrevail in the market of that kind of products 


are rather hard to modify. The fact that these products are highly perish— 
“able and that they are produced with such small and numerous farm units, 


works against the organization and operation of marketing cooperatives for 
this kind of products. 


The organization of a consumer education program under the auspices 
of the Research and Marketing Act has been a correct step toward the ob- 
jective of helping the consumer to make a better use of his dollar, This 
program is just starting and we are sure the task is a tough one. Pre- 
judice against foods, inadequacy of market places, and lack of grading, 


packing, and good sound information, -have to be overcome to make the pro- 


gram successful. Nevertheless, we are sure that we will accomplish a great 
deal towards our objective in snite of all inconveniences. 


The Island lacks a crop reporting and forecasting service as well as a 
market news service. The organization of this kind of service would play 


an important. role helping in the allocation of products in the different 


markets, according to the needs. This might nrevent wide price fluctuations 
between markets which occur at present. It would also allow farmers to 


-Stand on better ground for bargaining with middlemen. In regard to the 


modification of the conditions of marketing fruits and . ‘vegetables, it can 
be said that it is a long laborious process. 


_ Marketing of Winter Vegotables. 


The shipping of Winter Preeetahice to the New York market was started 
ae two decades.ago, but it was during the last 10 vears when it attained 
its maximum development, The influence of the Extension Service has been de- 


_. @isive in the development of these entervrises. A group of cooverative 


aby 
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marketing associations and various independent farmers have been advised 
and guided in this enterprise. Tomatoes, cucumbers, and other vegetables 
have been exported to the New York market with a great deal of success. 


It has-been the’ function of the Extension Service to guide, give advice and 


help to these farmers, teaching them how to grade and pack this product. 
In making the necessary connections with the middlemen in the New York 
market, the Exténsion Service has helped farmers also. 


One of the cooperative marketing associations which experts tomatocs 
to the New York market get the top market prices several time last year, 
showing that the lessons: given to them had been learned thoroughly. 


We believe that the techniques learned by farmers in this type of 
enterprise may reflect upon the marketing practices of local products, 
Of course, this is a long and laborious process’ and’ the results cannot be 
expected all of a sudden. Yet, certain improvements which may lead to 
this can be observed already. Our work as Extension Marketing men is a 
slow task, it has to be so because we have ‘to. overcome customs, traditions, 
and institutional barriers. But we hope that the results whould be in the 
long run satisfactory enough to CS St our Hopes of bettering marketing 
ee in Puerto Rico. 


SOUTH CAROLINA -~ R. A. Cole 


In South Carolina the inspection and standardization work is under the 
Extension Service rather than the State Department of Agriculture. Some 
people get inspection and standardization tangled with yigctery oe work; we 
do not have anything to do with regulatory work. 


_ We have 6 men and 2 women doing marketing work in South Carolina. 


Ww. A. Tuten -— poultry, eggs, butter-and cheese 

C. H. Langford -— fruits and vegetables 

L. M. Asbill’ - fruits, vegetables and hay 

Re D. Steer — Cooperative marketing 

‘We Ro Flemhing -— fruits, vegetables and general merketing 
Miss Sallie Pearce -: womens home — markets 


Miss Virginia DeVore :~. consumer education 


South Carolina is a small’ State and we do not have as large a market— 
ing personnel as some of the other states, therefore, our men have to be 
‘trained:so as to work on any of the products ar owe in the ee. 


Livestock marketing is aa ey mee eee by the production specialists 
in that line. We help them with their shows and sales. It has been hard 
for us to get much real marketing work. fitted into 4-H’ Club work excent 
some assistance in their shows and sales of livestock. 


About three years ago, we started a sweet potato program with 4-H Club 
boys. In this program, we have a complete production and marketing project, 
which embodies production and cooperative marketing.’ We hope to work out 
ieee eose rt with 4-H ers on other BEOOuoR Ss a Piaiestaea 
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We have set up our general marketing program to fit into shipments 
of commercial production rather than local sales because 75 percent of 


our commercial production is sold to go into distant consuming centers, 
That is one of the reasons we have stressed grading, packing, and selling 


f.o.b. in our extension program, 


With the Division of Markets in South Carolina under the Extension 


Service, we have been able to carry through coordinated production and 


marketing programs on all of our commercial crops. Many obstacles in mar— 
keting we-have found can be.overcome by changes in production practices. 


We have one project under RMA on consumer education and another ready 


to go con market information, There are five other projects ready for 
approval at this time. . 


Under tsa li the market deals with production, grading, and 
selling. .of vegetables and home products. There are 33 such markets in the 
29 counties; they are organized and directed by bona fide farm women. The 
markets are housed in rented buildings, in county. owned buildings, city 
owned. buildings, and one market association owns its own building. 


ee eee ee ee 


.In the discussion Foliowits E. A. Johnson! S paper on Consumer Educa- 
tion, Miss Pierce’ made the following statement on the Consumer Education _ 
work in South Carolina. "We are concentrating our Consumer Education Pro- 
gram now in three counties. Heretofore, we have organized farm women's 
markets and reached. the women in the. towns through those markets, asking 
if these markets were sora what they wanted, greding how they wanted, 
and the like. 


nate we are working with all the consumers that we can reach in the 
three counties, meeting with the service organizations and using all the 
means Miss Hower mentioned. Miss DeVore who does the actual work has been 
working recently in the potato field. She has had most excellent results 
from an exhibit which seems to be one of our best teaching possibilities. 
We are depending on the men in our marketing division to give us the in- 
formation as ‘to when these commodities are at the peak and when we can use 
them tq: our best advantage." 


TENNESSEE MA i Serdan's 


Fo A the Givers Weer en eden agriculture in Tennessee, including 
five main groups of commodities consisting of 22 individual farm products 
produced in commercial quantities, and the rather limited personnel in 
extension marketing, it is rather aifficult to make mach of a dent on the 
big Pep eae of marketing. 


hiherae are three men and one woman engaged in the various phases of — 


: ihe De ee a yore in Tennessee! 
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Miss Isadora Williams devotes her- efforts to the marketing of home © 
_ and handicraft products and to organizing and develoving curb markets and 
roadside markets. The large number tf tourists who visit the Great Smoky 
Mountain Park, the T¥A hydro-electric power projects, and the numerous 

artifical lakes in Tennessee have made the income from home and handi-— Bat 
craft products a sizagtlb: item with a large number of families in Tennessee. 


Harry Carlton, Specialist in Yood Processing, devotes his efforts to 
work with food—processing plants in Tennessee and with farmers who pro- 
duce crops for these plants, We have two large and several gmall canning 
companies in Tennessee, and during recent years, several quick-freezing 
plants have been established in the State. 


Although Tennessee ees cotton in only about 30 of its 95 counties, 4 
it produces 500,000 to 600,000 bales annually. The efficiency of the 
ginning process has much to do with the grade and value of a bake of 
cotton, and many gin plants in Tennessee have not been doing a real ef- 
ficient job. In order to bring about imorovements in the ginning service 
in Tennessee, Mr. Harrold B. Jones, Specialist in Cotton Ginning, is 
working with ginners and cotton growers toward improving methods of hand- 
ling and ginning service and the value of the cotton crop. 


Tand the other or third man engaged in extension marketing work. 
During the 28 years I have been in this work, many important changes have 
occurred, I remember when our livestock svecialists and.I, working to- 
gether, assisted farmers with the grading, sclling and shipnoing of spring 
lambs in large volumes, During the 1920's another man and I graded and 
shipped 14 carloads of lambs at Fayetteville, Tennessee, in one day. Such 
cooperative shipments now will equal not much more than that volume during 
one year for the entire State. This change has resulted from the develop— 
ment of improved highways, motorized trucks, local auction markets, and a 
decline in lamb production. This bit of history is mentioned to emvhasize 
the point that conditions change from time to time eee necessitates mak— 
ing changes in our extension Tae work. 


We have been neat, wiles wool growers mie the grading end selling of 
wool through local wool pools for 30 years. During 1948 a total of 25 of 
these sales were conducted through which 1,220 farmers sold 196,352 pounds 
of wool for an average price of 51.72 cents. During the. 30 years these 
sales have been held a total of 10,066,305 pounds of wool have been SoL0ia 
for an average price of 38.94 cents. 


During 1948, in cooperation with the Mid-South Cotton Growers oe 
Association, we conducted a cotton classing school here in Memphis. There 
were 78 students in attendance from seven States. These students were 
_ largely cotton ginners, buyers, and growers. We believe these schools 
serve a good purpose, and that results will justify the time and effort. 


About 18 years ago I came to the Roaianen that much of our efforts 
nha marketing resulted in rather limited value of a permanent nature, be- ‘sae 
cause we had failed to develop machinery or organizationsthrough which ie 
farmers could render marketing services for themselves, so I decided to 
devote an increasing amount of my efforts toward developing farmers 
cooperatives, insofar as conditions would permit. Today we have 103 farm 


NERY ieee ane Lee Tae rea tM ny he ket aelte 
Tals 1 feats Brey t) } ° 
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- Cooperatives engaged in marketing, purchasing and processing in Tennessee. 
Seventy of these have been organized during the past four years. 


_ We have rendered much needed and appreciated assistance with the organ- 
ization of these 70 cooperatives through oreparing acticles of incorporation, 
by-laws, and other papers, and assisting with. the proper execution, filing 
and recording of the articles of incorporation and other steps for completion 
of the orgenizations. Much needed educational work was done relative to 
Sound cooperatives at these organization meetings. 


There is a big opportunity. and-real need for much educational work with 
these cooperatives. And we plan to do a lot of this work through prevara- 
tion of subject matter material .and conducting cooperative conferences during 
the next few years. . We are preparing a Tennessee Co-op Handbook in the form 
of questions and answers, relative to questions about which farmers need in- 
formation. « This publication will be printed next month. We sre conducting 
a two-day cooperative conference in Jackson, Tennessee, on November 30 and 

December 1,.1948, for cooperatives in West Tennessee, am a two-day coovera— 
tive conference in Nashville, Tennessee, on December 2 and 3 for coopera— 
tives in Middle Tennessee, 


The RMA promises to develop into a greatly increased program in market- 
ing. We hope to be able to-obtain funds-with which to match Federal funds 
and obtain well-trained personnel so. as to take advantage. of this opportunity 
in Tennessee,. te igs he a wit ach, CLE nae 
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The Extension marketing personnel at Texas A. & M. College--consists of 
M. C. Jaynes, Specialist in Organization and: Cooperative Marketing, Miss 
. Myrtle Murray, Specialist -in-Home Marketing, and W. L. Braddy and myself in 
Poultry Marketing. In addition to personnel in the field of marketing, a 
‘number of the: specialists in. the field of production do some marketing in 
the. regular: routine of work in the Extension. Service. From the standpoint 
of the job to be done. in the field of marketing of all commodities, the 
personnel in this.work is too small to meet. the demands: throughout the State. 


I will not attempt to make a report on the work done by Miss. Murray, 
Since she is here and I am sure she will be glad to report on her work. 
-Mr. M,C. Jaynes is also present and I will be glad for him to make any com— 
ments relative to his field of work in cooperative marketing. . be ae 


_ dn the field of poultry marketing we have one RMA project in operation 

with special emphasis on marketing eggs and turkeys on the basis of grade. 
_The project is outlined so that the work may be done in the State on an area 
. basis where production is heaviest. A preliminary study was made to as-— 

certain the interest in each of ‘these areas by producers, egg handlers, and 
consumers, We feel that these three groups of people should be worked with 
closely, in order that the maximum progress might be made through our efforts, 
The program in each of these areas for each of the commodities is worked upon 
as a demonstration to point the way for greater efficiency and profits, 
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We also feel that the problems in marketing these commodities affect im 
the producer, consumer, and service groups of people, and it is our aim to 
first develop and demonstrate vrocedures which will enable the consumer to 
receive eggs and turkeys of a quality commensurate with the vrice they vay, 
and: that there will be less loss of the commodity for the »roducer, con— 
Sumer, and service groups. Last, but not least, to enable the producers to 
receive more money for their eggs and turkeys than is generally paid for 

current receipt eges and turkeys as commonly brought on Texas markets. 


While doing this work to demonstrate the feasibility of these procedures 

‘we are cooperating with the Agricultural Hcoriomics Department to study the 

results as we go through the year. We are checking weighted average price 

paid for graded eggs against current receipts weekly throughout the year and 

_we are holding demonstrations to show different qualities of turkey that are 

reaching the markets, and we are securing the cooperation of packers and 
other turkey buyers to pay for these turkeys on the basis of quality. 


We think of this work as a lon 


@belreachad 100 percent untiinents 
changed, 


@& time program. and the objectives will not a 
and traditions of past practices are 


Organization and Cooperative Marketing. -— The program for assistance 
to cooperatives was designed to strengthen them both as to organization and 
financial position. Group discussion was used to improve the members! under—_ 
Standing of cooperative vrinciples, Radio, news releases, and correspondence | 
were the means of reaching officers and members of cooperatives. Special ; 
encouragement was given to Health and Hospital Cooperatives. ‘ 


During the past year, 80 training meetings were held for 200 county 
agents, Clinics for the officers of cooveratives were a popular means of 
-improving the operation of cooperatives. Five were held during the year. 


Home Marketing Activities, — Our marketing work with farm women has ae 


been primarily educational. We asked for a standing committee of the county 


home demonstration councils to study the buying and selling market needs. . 3) 
Another activity of these co 


mnittees is to recommend what programs should be i 
given this year, which would help farm women to get more for their products mM 
and to buy wisely, i. 


eae 
a’ 
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We have a second educational program, resulting from the recommendations 


of the marketing committees, This deals with buying more wisely. -The groups — 
study labels giving specifications, contents, grades, standards, etc. of vari-— 
ous foods and consumer goods. The groups have also bought some products i 
through pooled orders. Another thing that has helped the marketing program 
from the educational viewpoint is the Texas Home Demonstration Association's 
- backing and supporting the marketing committees in the counties.. This has | 
been accomplished largely through the leadership training program. 


< 
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VIkGINIA — Harry M. Love 


The Virginia Agricultural Extension Service has, in. its economics 
section, two men who give practicalli all of their time to iarketing extension 
activities, In addition to these, the Head of the Department of Agricultural | 
Hconomics serves one-third time extension and devoteé a large vortion of his 
effort to extension education in marketing. The extension marketing program 
includes a wide variety of crop and animal entervrises with which farmers are 


~given assistance in the marketing of their products. Realizing that an 


effective job of marketing cannot be done when the extension specialists! 
activities are confined to work with farmers, considerable emphasis is, 
therefore, given to assisting marketing agencies with their problems. This 


phase of extension work’ includes studies and recommendations for the improve- 


ment of market facilities in the principal cities of the State, as well as 
technical assistance to the numerous agencies marketing farm products. 


Considerable emphasis is given to cooperative marketing since about one- 
half of the combined extension marketing effort is devoted to work with co- 
operatives in one way or another. 


Several marketing projects have been authorized under RMA funds, but as 
yet. competent personnel for these positiona are not available. ‘It is anti- 
cipated that the extension marketing program in Virginia will be exnanded as 
rapidly as personnel and funds will permit. 


We have several marketing projects. We are in the market for good men if you 
know of any. Our activities range over a wide variety of enterprises, field 
crops being about the most important. We have work in peanuts, cotton, soy- 
beans, wheat and small grains, The same man also participates in marketing 
facilities work in various parts of the State~-Richmond, Roanoke, and 
Norfolk, working to acquaint the municinality with the advantages to be 
derived from adequate marketing facilities. We also have some consumer pre- 
ference work. Have contacted some of the handlers, food service people, and 
have gotten from them some of the buying habits and preferences as expressed 
by their customers, 


We also have a cooperative program. We have further need for coopera- 
tive effort and a teaching program in extension. We are looking forward to 
increasing that. 


We also carry an outlook program as part of our marketing program, 
working with the farm management specialist. 


We also have a project on dairy marketing. This work operates under 
and in cooperation with a State Milk Control Board. We have a broiler 
industry in Virginia, with which we are working since they need additional 
educational assistance relating to marketing problems from time to time. 


We have a program in fruit marketing. There is an RMA project in this 


connection, but we have not yet gotten men qualified for the positions. 
This is also true of the truck crops and poultry projects. 
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Pies sie Meee tine. Project —_ M. Le pel toni “the idestoal, 
» project which was started in Virginia in March, 1948, has made some 
“gress in the short time, Approximately. 8, 000 calves have been ar 
this project with several thousand farmers looking on and learnin, 
‘the. grading of live cattle, . The prospects Tor the | project are very gt 
and it is-hoped that cattle, grading will some day do’ for the beef ire cone 
‘what lamb grading has' done for the Virginia sheep men. At. the, present r 
- 80° percent of all lambs sold in Virginia are sold by grade and general y 
Maye never, seen by the buyer. All: of the actual. grading, of course, d 
Virginia is done by the official -graders of.. the: Virginia Division of 
The Extension Service handles the educational work such as publicity 
the meetings and demonstrations. and news stories afterwards. 
our demonstrations have been held andthe cattle have. gone directly. Oe 
“eee Carcass data is assembled and correlated with the live gerade 
information is returned to the farmer, who attended. the demonstrations, 
for ae Bhar: in grading pas own cattle. . 


Hiec ay T Pry 2 “REPORT oF TE conrrernd on 
Oe rs am mm JOB OF EXTENSION WORKERS In ManiconIG 


_ ‘The Problem and ° Situation 
The fixtension. program of "education ee use ee is directed by legis— 
- lation to the intérest of all the people of the nation. .In marketing as in 
- other phases of work; our responsibility as exténsion workers is to find ways 
eae means of bringing to the most peapte cee Ga ieds benertt of useful and 3 
scientific information. ~~~ ae 2 is 


There is a growing “percéntage of the: i opaaaet a moving to the cities 
and looking to fewer farmers for food and fiber, Agriculture is becoming iM 
more and more a commercial business and less a live—at—home enterprise. 
With this change, there comes an increasing number of marketing Bron ene 
fo ocine from the farmer's field to the consumer's: table. 


Our educational job in market ing is'a continuing process. There are 
spetane new people who should be reached, new problems to be met, and new 
Beet osee ton A practices that aoe be used. 


Ey : ; ie J Patan 
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It is believed: that, generally, both’ 1 Sp elon and education have ad- ae 
vanced further in relation to production than to marketing and that more 4 
extension effort has been directed toward the solution of production pro- ya 
—blems than to marketing: problems. For this reason, we should be alert to i 
fina and recommend ate green where pepeecs 


The peor eipeiiad of our work will be ee as! ee ony ee accurately 
we analyze and appraise. the marketing educational problems, the needs of each 
commodity, area, and the people involved, (2) the marketing practices, in- 
formation, and changes that we recommend, and (3) how thoroughly we organize, 
__-present, and get acceptance of our recommendations. 


Liew Objectives TA 


Rots General: a 
; The oa har objective of He Setension: Service is to carry on a program of 
_ education in the field of marketing"farm produce among. (1) producers, (2) the 
service “group-processors and ‘manufacturers, “distributors, and handlers—~and 
ee ey consumers, with the: view: of: ‘improv ing the market ing: DRaceenes as a means 
coe of ‘promoting’ the See welfare: of ‘the people. ns 


‘ ‘e 5 44 gal fo: hee att CREA 


“BS “\Spsbitic 


‘Sots ei he more: specific® RS i in a ce erneegs ares 


psline fe ‘ant a Se 


ESR Mie ie fepeton new and Lana Ua ont gy eer orograns in 
marketing farm products. | 
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In order for the Extension Sera tee to carry oat tte ‘responsibilities: ins 
this important field of marketing education, it should: Bet ar: ee soy . 


Le 


To coordinate educational activities in production and 
To: createra better understanding of marketing progesses end 
‘To create and maintain good relations a cooperation with other ty 


To doeeiee and train leaders to mere! in improving marketing 


-To effectively disseminate information einen by research | 


production and ready to take leadership, in Suen sai and 


Utilize all of the. methods and. means now known to the Extension 


SO thats . aes ee ae pe 
: ‘ (Sao SO hes Te 4 

ae sSarustneats can be made. rE production ‘to meet market 
demands and preferences and, . 

b. marketing processes can be geared to meet production 


pihilotedir seats 


. 


Earns between pHedueersy handlers, and consumers. 


To develop efficiency in ene! marketing processes. ; a ee 


groups working in the field of mari oss De and related fields, 


practices,. 


\ 


and. encourage new aReeer Oe in the PiLeldior marketing. 


To furnish information +6 groups Vaosiring to establish marketing 
Hie nie and. “to eran aes cers about problems of operation 
ae hay Beery, ona program of. nee han will develop new uses 
and create: greater. demands for farm pe cant eke ar 


To be alert in sensing economic Pees eat periods of cma 


adjustments to. meet the situation. 


Pa 


Maintain an adequate staff of well trained marketing eee 
These specialists should furnish leadership and spark the fornula- 
tion and development of sound and effective. marketing educational 
programs within their respective fields, They shouldakso be res 
sponsible.for training county workers. and other staff members. in 
this phase of extension work. Hach State should provide means | 
time for continuous. training-—in-service training for State and 
county workers through periodic. schools, conferences, etc., and 
sabbatic leave for advanced study or other professional inprovener 


Service to accompi teh: an effective job” of marketing education, | 
such sty ge < Scan a ag ie 


6. 


& 


"a program of education in marketing. 


ae eae of work aveiik include: 


oak: are Beecee may be established. 


Dpenidsteat tend ~ method and. hoses 

~ Pyblicity — press and radio 

Visual aids 

Schools 

Publications © 

Meetings 

Tours Ae / ile aN 

Personal contacts | 

Exhibits isaac Sau ae iia er dae bt y 
‘Organizations. ke te, 
‘Informal groups and éommittece phate 

Other methods. as needed ' for particular situations. 


Seek and deverann new achat tag and methods for doing the 
extension job. 


Do a good job of ‘uublic relationshin. 


with greater acceptance ina friendly atmosphere. More can be 


accomplished if our aims and objectives are clearly understood. We 
should, therefore, maintain at all times an attitude of cooperation — 
It. is only fair to the | 
lawmakers, appropriating bodies, administrators, cooperating groups, Re 
‘and the public at large that we keep them well informed as to what a 


with those. with whom we come in ‘contact. 


we are trying to do and what enoeae se is peas made. 


Seek the eaterenee. of. otherse 
“and individuals working in the field of. marketing. If properly 
approached these~people ‘can give much help to us in carrying on 
They cannot only make the 
job easier and more effective, but in some instances make it 
possible to attain: certain objectives which otherwise we ney be 
unable to reach. ‘o 

_Plan to do the job. In’ developing padi ere ice out cane plans 
‘of extension ‘work, the marketing needs of the county, area, or 
State should be given proper Users Bae feet included for 
appropriate action. ° TORT a 


A county marketing committee representing the viewpoint of pro- 


_ ducers, handlers, and consumers to assist in developing needed 
educational work in pace tes POA ES ae 


A review of the huaeeti nd situation for.cach commodity of 
commercial importance and a “statement of educational activities 
that should be carried on during the year. ‘ 


GanaiGsretion of the marketing organizations and facilities — 
how those already established may be improved md ae others 


We should not only constantly gather new informa- 
tion as it is developed,- but try to devise new ways of effectively 
delivering such information to the Deeete we are trying to assist. 


“Education can be carried on 


Sa val 
ys 
My 


Weve are “many agencies, groups, 
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4° An outline of the assistance Aedada took renee 6 ali = 
' other ‘extension personnel, and other feta meey organizations - 
or agencies. 


5, A calendar of work or statement of the epproximate time when 
“specific tas a educational work vo $34 cone 


Cie 


The marketing Sse ant sate plans should include: 


ve 1. - An outline of the educational marketing needs of the State, 
county, or area in his field, suggestions as to needed action, © 
and how he may assist. (This should be prepared before and 
presented at: annual meetings of county agents.) 3 
. 2 <A review of county plans of work to see if there are other 
os - -* marketing needs that should be included. 


3. Follow-up work with administrators, supervisors, and production © 
and home specialists for integration of marketing with other 
phases of. extension work. 

A. As needed, he should see that understanding and agreement is 
haé between producer, service, and consumer interests in each 
marketing woblem and how each can contribute to needed action — 
or improvement. ; 


os fects and preparation of teaching material, (subject iattogee 
and Be ede, nee ere align for the use Be county workers, 
ing s needs. 


tee ae to EA leoue dco of Soci for additional trained market— 
ing. personnel. 


8, Information as to help that may be had from other agencies that 
nex Serr oust bettas in marketing. : 


9. - Rundi ca end comers with pagent people on me weaeen available, — 
agen for new research, and the educational plans. P 


The marketing specialist:of the Federal Extension Service. can ve of 
ee eet sbanee to the State people aie 


De cies Ba adeueros in: Aechlevine necnieot ine mPanel: or phases 
on PRORECYE that are of common pasos aoe “ ; 


a3, : 2. Suggesting how marketing work of the States may be 
ee eys TERN RRE RECS) eke mutual ay oe 


ARS 


| Giving more- Srren tion: to the assembling and distribution 
of teaching material to. the States. in. the different com— 
mest Phe labs: sae yh bs Rae a 


SS Sects 1) , 


For, further detail, et aance 4s made to the es of ee ‘Cont 
nibtes sentitled.The. Jod- of Extension. Workers. in.Marketing, Midwestern 
Extension Marketing Vorkshop,, Iowa State. College, October. 1-7, (1948. 


oy 


A. YW. Jones, Alabana, Chairman 
He. M. Love, Virginia | 
be i. Skinner, Georgia 


rs ie = Tate ata es isveee a ‘ 
AP, Teast PY here ote? 7 
v int rite eee het Beg) 


“REPORT OF THE COMMITTEE ON CONSUMER EDUCATION + 


§ . + =] bp =, 


Introduction: — ‘e LAUR AE ee Aeon ete <> SR 


There are many phases of consumer information and education, Some are bys 
‘mow being carried on in the already established extension program, Phe mea 
port of the Extension Marketing Committee indicates four general fields in ~ 
which this work needs to be develoved, They are: 


1. Dissemination of information concerning the availability of — 
commodities in a city or trading area. “ bk A ale 


A 


2. The teaching of quality values. 


& 


%, Encouragement in making greater utilization of different qualities ey 

and taking advantage of varying ouantities of available food supplies — 

4, Better understanding of our market cost, organization and. services 
as they affect price, : 


In outlining the ways Consumer Education specialists hope to meet the 
objectives of the Consumer Education program, we recognize the importance of 
following certain principles of good Extension organization ~- l.e.: 


dy Since one of our primary aims is to strengthen the work of the 
regular county extension agent, most of the work we do will be 
- through and with them. 


ge To keep ourselves informed, it will be necessary that we maintain 
very close working relationships with other extension specialists. 


3. The supervisory and administrative staff of the Extension Service 
will have an important part to play in any Consumer Education _ 
program. Consumer Education specialist can help to keep them in— 
formed of the needs, problems and opportunities in the whole 
field of work. , 


4, Existing agencies and organizations offer a large field through 
which the vrogram can function. 


54 We also recognize that Consumer Education programs may develop 

differently under different conditions to meet local needs. 
As a result, our recommendations are couched somewhat in general terms © 
as to be adaptable to use of several different tynes of Extension setup, and 
not specifically to the use of any one individual extension worker. Bee. 


Examples have largely been taken from the field of foods. We believe, 
however, that the suggestions we have made are readily adaptable to other 
agricultural products. 


The Situation: 


Families dependent on commercial markets for food, clothing, housing, 
and equipment need help to understand the entire commodity supply and market 
organization and to make their choices in relation to family needs and in 
relation to their resources, 


Objectives: 


Since consumer education involves all subject matter fields relating to 

better family living it should be our aim to make consumer education an integral 
part of a well rounded educational program. Considering this aim, we have out- 
lined the objectives as follows: 


aye Arouse consumers to an awareness of the need for information, 


ee Study the needs of the consumer as a means of finding what informa- 
tion in ‘bnsumer Education is needed in order to develop a continu-— 
ously effective program. 


Se Develop desire on part of extension worker and the consumer to do 
something about it. 


4, Plan cooperatively a program for meeting needs as shown. 


Be Through a pertinent vrogram in consumer education, establish 
confidence in the Extension Service and College of Agriculture 
and Home Economics as a dependable source of information for 
producers, the service group and consumers, 


6. Help the producers, manufacturers and service group render greater 
service to consumers. 


lie Assist local groups in their studies of needed legislation. 


8 Guard against standardization that changes the product to such a 
point that valuable tradition and established quality are lost. 
Customs, habits and traditions of the people must be taken into 
account. 


HOW THS PROGRAM WIL BE CARRIED OUT: 


‘A. Obvious initial Steps:, (Throughout the remainder of this outline, in 
- order to show how the procedure will work with a specific project, the 
examples used are in the field of foods.) 


1. Visit communities concerned and discuss the proposed project with 
county extension personnel, presenting the over-all program for 
their information and consideration, 


ee Present the program to the County Agricultural Committee or County 
Planning Board, U.S.D.A.Council, or the cooperating agency that 

helps formulate the county agricultural program, and solicit their 

cooperation and assistance, 
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Make pontdet with Cone. (oredueers)s Snet sis ‘ 
people, and consumers) who can contribute to the 


of the program. Local conditions ~, call | for omitting so 
these and adding others. 


a. Representatives of the Service Group 


(1) Meat Packers 
(2) Produce duyers, distributors, and wholesalers 
(3). Dairy Products distributors 
(4) Poultry and egg distributors © 
(5) Fish handlers, wholesale and ce: 
(6) Buyers of all staple food items 


b. Radio and Press (Be sure to contact Woman's Page editor, 
Women's program director.) 


Negotiate for space or ne taking into’ ‘consideration local 
shopping habits. 


“Cs Organization - representatives of the following groups: _ 


(1) Home Demonstration Clubs 

(2) Local Extension agents © 

(3) Local producers! organizations 
(4) Chamber of Commerce | 

(5) Utility companies 

(6)' Consumer organizations 


4, Call a meeting of representatives of these groups to secure 
understanding and cooveration in ae cere 


Suggested ye for ene meeting may include: 


a 
x 


a. An extension of consumer sauention as a aa of the coop 


ative extension program, made “possible by federal and . 
_cooperation. ; 


es) 


Statement ‘of purpose by warketing L soeteamces ‘or other e 
tension worker rom iit ar pret: ea Ey 


aye 
Ore, 8 


Presentation of the ee ae for ‘providing a local 
service to better inform consumers of; ane he the availabil 
of food products, (2) local market situations, (3) what. 
foods are in abundance’ and are good buys, (4) when it 
good time to buy for canning, storage, freezing, and dail 
consumption, (5) study of standards for selecting food 


items, (6) ways of using foods for greatest nutritional 
and money economy. 


7s . 7! /. Vy) elt a i re BER a dS 
MSNA MA ae Tee re menses hte Uy ee nt 
y, haat ae ee i Diee Tg MI Get Rati das 4 ieAd ak oat Was > — 
y Wit? “f be so ) \ d 
i Mi : : 


an Goa 


e.. If the plan is adopted, make arrangements for marketing 
specialist or other local extension person in charge, to 
get information from handlers when and as needed. (Ar- 

ites , rangements might be made in cities for local extension 

‘ea . worker to telephone selected persons on stated days and 

at designated hours. Be sure to include persons who can 

. Yeport on consumer problems as well as market conditions 

and suppliés.) . 


ae 5. Secure cooperation of other home economists in the area. 


i Suggested Methods of Procedure: 


ie In setting up all future methods, a by-line or other way of 
indicating to the public the reliability of the sources from 
which the release is prepared is desirable — Examples: 


a. This article avpears weekly through cooperation of Rochester 
Hxtension Service and the State Department of Agriculture. 


bd. Be wise with your buys — a food information service presented 
by marketing specialist of the Extension Service, College of 
Agriculture and Home Economics, University of Kentucky, UvS.D.A. 
cooperating, - 


ce Focus Your Eyes on Your Buys ~ A regular food service from 
Sarah Jones, Johnson County Home Demonstration Agent, Extension 
Service,’ State College of Agriculture, U.S.D.A. cooperating. 


i The following teaching tools may be used as found best to meet 
local needs: 


a. Radio — 2 
(1) Set definite time, keeping in mind housewives! 
listening habits. a . 
: (2) Determine best amount of time to be used ~ 5-15 
- jing “minutes, 2-3-5 times a week. 
(3) Keep programs ‘alive through ‘use of (a) interviews - 
women in the market, other specialists, representatives 


be Bh of all groups cooperating. 
BS RY (b) « Conversational and other chatty form of pre- 
F) ‘sentation, | Daa ane 


(c) Answer questions. 

(da) Meke rec ipes available, 

; (e) -Include human interest ‘stories. 

* (4) Furnish spots for use by announcers and women food 
; editors of radio station. i 


"Make press material so valuable -and adaptable to local 
conditions it will find its rightful place in the paper. 
Time release of material with local shopping habits. 
Prepare material that may be used as is or used by 
food or market editorse 


ay Ger on ‘more ‘pelease eee weele shot be 
(5) Study. journalists! ‘requirements in order to 
material more acceptable to” the enttor, 


Demonstrations — 


“Suggested demonstrations nicht: lawettaae suth as ne followines 
keeping in mind nutritional Tao selection and use of all” 
foods gonsi deers. 


igi’? he 


(1) Grades and Se ee, a 


(a) 
cost and weight before and erento | 
iy Sweet potatoes —- cost of grading bY Us oe Meander ae vs 
non-grading — volume - Loss:from field to consumer. — 


(c) Meats - - Buy by | cuts, price. Cook by cuts, food valu o) 


(2) Food Detaer ation, Canning, Freezing, Brining, Storage, 
Dehydration. zie ate | 

(3) turkeys ~ Selection and preparation to meet needs of sev 
size families. i 


(4) New ih Won a plentiful, less expensive food. 


Teke tae Ne 
groups with valuable demonstrations 
the group. _ nee oe ay groups, may include the following: 


ee 
ry 


Woes Clubs 
Industrial groups - workers and labor unions 

Civic, and service groups. 

Extension organizations 

Settlement and welfare groups — training social 
workers. Demonstration with families they conte 
School lunch workers. 

Merchants! organizations 

Public agencies 

Hotel and restaurant managers and workers 

Farm Producers! Organizations 

House to house produce peddlers 

Housing project groups f 

Church and school orgenizations 


amen bite 


As the program develops, take advantage "Ge opportunities to 
use exhibits as a teaching rte at Suggestions following ie 
oh exhibits might be used with: 


oo ean = Gai loeen hone ‘ond Reet 
Lunch counters and restaurants | 
Food stores Mi 
Fairs ‘and festivals 


-e, Publications ~ 


Meet the local needs for distributing publications, making use iy 
of every opportunity to reach consumers with printed informa~ 
tion, giving source and reliable suggestions for selection, eee 


care, and nutritional value of foods. 


(1) Distribute through ay ; 
(a) Utility, milk gistystmators. bank, etc. monthly 
? _ Statements — , 
(bd) On request 
(c) At meetings and exhibits 
(a) Stores 
(e) lunch counters and peetamicen se 
(ft): fe eee eee 


(2) Dysee of publications mn 


(a) Leaflets, printed or i) as 
(b) Bulletins of state and federal departments ° 
(¢) Circular ee 


- Personal contacts — home visits planned or spotted to study 
problems ‘through interviews. Cie ae ah 


2s Utility Companies — street‘ cars aya" ‘busses could carry nosters. 
es Su cOeOn to ‘the food service Br ees, 


h. Contests — 


i, Discussion groups 


. Tours - ‘Stores, manufacturers, ‘distributors, producers, ond, others 


18 


k, Cooperative. aventieine ls Connerstine companies night nan 
attention in ads to consumer informattons meetings. 


” 
ae 


nea Visual ‘Aids = slides, ‘films, posters.’ ies 


. vil 


“are es. of. Information: 


we 


a 


aby Wee of Agriculture. _ fee Economics, ‘Specialists 
SHEA ten oanie ae a Publications 
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Bureau of Human Yutrition and Home Econ nomics 
ni r aoe ae car Ahk ; e Beart ie 


F d. National Cotton Council - - Memphis paid Ceara 5 Ay ? 
Oe. ee United States Department of Agriculture es Sy Mes 
f. Council of Food Chains rE Tig i eal aa 


i National Livestock Mel Meat Board 
th, Food and Home Hotes AS! yea ie Ng af ites 
i. The‘Agricultural Situation | | : 
je... Production - Marketing Administration 
k. Grower snd Dwaadd Gee OnmaRin peibas ‘s Pe E a 
1. State Market reports - (ay ae iat tee bau ee. 
m. Professional magazines Sane , | 
mo State and Federal reseeyck Uehiro : | Be % a: 


‘o. Consumers! research 


Bek, 8 Epes Household Finance 


C. Evaluation: oe any See 


ee i R . py . i YF E . ‘ ¢: < F } - 
Some measure of the results of the program is necessary as a means of 
testing or determining the vrogress and the ecconobe samen of ends as — 
eo intended when work: was begun. 


1. Surveys — Conduct where maaete le in cooperation with existing ue 
service agencies and organizations. ss Wo {30 hV cee 


a. Telephone ies : 
b. Postcard and questionnaires ~ 
(1) Attached to printed material distributed through : 

i stores, meetings, etc. 
(2), Include with circular Vebeecen : 
c, Home visits 4 . aa 
d. Store interviews eee | * 
e. Reports of improved practices as adopted and reported bye atin a 
organizations reached — these to include producers, service | 1 
groups, and consumers. Check on such factors as EPCOS tal 
Rae Y erading and packaging, . distribution, selection and use of 
ae angers products, changes in buying practice, all from nue iba oda 
. | “pnd economic standpalnt... 0 gr a yi gers Oe as 


ae Observations ~ Note all evidence ote any changes nie types of p 
exhibits, better handling, better. displays, and all requ 
poe that, may have Peed the direct: or indirect result of 


Follow up meetings of cooperating group of vroducers, service i 
group and consumers; at least one spaced long enough after be- °° > 
ginning of. project that evaluations may be made. Ask that ae 
cas pears come prepared to report. on response and attitude 

- of the organization they. represent. Strive to get frank and con- 
structive criticism, © None 1 i 


3S. . Seek information as to trend of spontaneous discussions covering 
“the project. . 


iit Habs! lt $ 25) Ths rete 


poets and Outlook: 


- hoomporate Aaeee Pee Consumer Dionne work up-to-date ‘information on 
new trends and outlook in foods and all other fields, pointing out all 
Pe otore®: good and ae ‘together with a means of evaluating pele cee 
and, outlook, 


4 ° 


In setting. up and developing ¢ consumer education projects and foods, - 
- extension. workers are setting the stage for future: ‘wide coverage Ae 
Consumer Education and study of all agricultural products. rte 
ote is the opinion of the committee that the field of Consumer Rincation 
“presents an unvaralleled epportunity in extension work for: satisfactions ip 
to be desired in its challenge for learning, vast coverage,’ Yond possible 
_ accomplishments in a relatively old field that has come back with new 
emphasis with some glamour attached that will: result in Jbigher standards 
_ Of. living and a, more pruistyine life. LPR aaa aa a4 


re hat ks : fhe ers 


ets . a bY ty . * . ‘ 1 7 
nat ks a ey or ee ; es 


Mies 4 Sa Mise fy oN pibeenett) he ai ave Rak Beet 
\ ai) =k Sate Bh Nae ease of ey pie ¥ Ooh ie 


vids OR i cea os ae cad, : f me 
a- trib ube bee} . een ys ah im ; ¥ ee I * ‘ mr ay ( ta 


abet : _ ,Miss Sallie Pearce, South Carolina, Chairman 
Seip it Lith oo wale h eM rt amd» Kelley, Kentucky ea nep es oul 
ae a ah Pea ee - Réther Cookey, Louisiana ee hy Ae 
Virginia Hower, Louisiana 9° “°<* ¢: 
Banned a vale 4.) ei i Virginia DeVore, South SA et 
ee Sed 4 Mt es Mati ay, Texas vaeni” y 
Pi mnratianiwll cic ue adtek eS L Walker , Oklahoma ave A ee Re a 
Hoty ae : ~ Austin Ezzell, Alabama, iar Wei ited 
| | hia dis ie Permen, Georgie: f° Fe ina 
Mary Agnes Gordon, Mississippi “= °~ 
Re SERN tN A alin) aida ys yolks _ Eva Leggett, Mississippi | M 
AP eats host idl an eek sei eee ‘Johnson, Washington, D. oO 
Mena Hogan, Washington,’ D aes he 
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REPORT OF THE COMMITTEE ON FRUITS AND VEGETABLES 


LS i Introduction 


Changes that have been taking nlace in production, distribution, retail-.— 
ing methods, and consumer preferences are making it necessary that the Hxtensio: 
Service step up its educational and demonstrational work in marketing, enabling : 
growers to adjust their practices and planning te gear into these changes. — - 


The wording of the Research end Marketing Act not only makes it possible ay 
for Extension to do this work of education and Aemonstration, but it places 


this responsibility directiy on Extension's shoulders. es 

The trend in production ever since.the colonists landed in America has BY 
been toward specialization. However, during the last twenty-five years, the * 
momentum of volume marketing has’ been very much accelerated by standardization a 
of fruits and vegetables which has made long distance selling on a grade basis aa 
practical. It has reduced buying costs, enabling chain stores and chains of ack 


4ndependent stores to offer high auality produce prepared so as to be very 

attractive to the housewife. This produce is ranidly replacing the local 

grown products if they were not of equal grade and as nicely prepared, and as 

available over extended periods of time and at equal price. This condition 

holds for practically all farm products, and is closing out the local market 

“for small surpluses. It is also closing out the distant markets where growers 
are not in position to meet this competition. 


N 


Some of the reasons why this competition is hard to meet are that most — Bee 
of these products are grown in volume in sections having natural advantages in 
production and with large volume well eauipped facilities can be had at small 
per unit cost for properly preparing for market; many new and expensive produc-— 
tion implements have lowered their per unit costs of production. 


Many of these heavy producing sections are processing high quali ty, pro eae 
ducts, produced at low cost, which compete with not only our processed products 
but with our fresh fruits and. vegetables. ote 


Many of our growers do not understand why their markets are vanishing. ee 
They do not understand why the local grocers do not buy their products as they as 
did several years ago. . They do not understand how growers hundreds of miles ee 
away can take their markets. They believe it is a matter of salesmanship. ae ie 


_If this were true, it would be an easy matter. It goes deeper than that. atte 


- The isolated producer of small quantities of a product is today in the 
same position that the country shoemaker of revolutionary days would be in if 
he were trying to operate today. Manufacturing and merchandising practices, 
as well as trade demands, have moved off and left him. While there is little aa 
that can be done for this isolated producer in efficiently marketing his small 
production as long as he is alone, there is much we can do for him if his : 
neighbors produce the same product. <A sufficient number of small growers in 
an area can arrange for and secure as efficient marketing facilities and do 
just as good a job of marketing as the large producer. His marketing require—_ 
ments then, as well as those of his neighbors, will fit into present day 
marketing methods. “he a 
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a “produce. crops not suited — 
cand are using ‘obsolete ‘practices in production and 
They cannot sell their yroducts at a price that will give © 
standard of ‘Living. their labor deserves. These people often times 

to the Extension SuaNake For help in market ing their products at prices 


Marketing of ‘small scattered production 


i. Develop long-time county program and plan of work based on 
areas of production suitable for: specific crops. 


1 TN: ap Call in farm and home leaders 
Analyze with leaders agricultural resources, both natural 
ae and physical, to determine ln ieokicad best adapted to 
isp 8 the county.’ 
Ret ERY ices Ce) eoakdise the available ane needed marketing facilities. 
_ 4, Determine the experience ond adaptability of growers for 
Ser oy a crops selected. 
‘Ge “Consider > in the plan varieties, time of maturity and 
competition from other areas. 
fs Plan tobe Aen to specialists for their recommenda- 
Di sia aciy eC LONG LoS BC ol. : 
Sgt |, tah aeRy, Plan Baniteds Boia A fiaidae vrovisions for sufficient 
pat ath Lhe acreage to produce as volume to make efficient market-— 
/ ine possible, . 
h. The adopted plan shod be aranica by extension staff 
members involved, county officiels and service groups. 


Ke Encourage roadside. markets. ai 


= “Marketing during peak production ie 
va role Encourage aaa ee in He eon advertising programs. 


\ 
ACY ae eee ar Aleit a2 porteh 
Wes WN 


Oe Wobinass promotion He Porntnal and consuming markets by 
educational and service groups cooperating. 


Be + Encourage lowered preparation’ and packing cost for shipments. 
. destined to reach consumer (housewife) for processing. 


ay 


‘Btfective programs” on grading 


“ 1 pune id 


La a “Adventages: of. grading 


che degree of grading and standardization should be dekere 
mined by market conditions oa the economic ore which i 
Bey be realized. a 


‘The Extension Service cae 
‘Standards for Grades, because they a1 


personal inspection of the vroducts sold, 


d. The use of Federal- State renee ie. serves as a method of © 
protection for growers end/or shippers from unfeir vracti 
of terminal receivers. ~ peaks © 


e. <A product of the right variety and tyne, properly graded 
and packed, finds a ready market. The producers Ste 
receive a premium for the better product. é 


Bs Responsibilities ay sie eae oe a | a 


a, Extension specialists should be orien with the U.S. _ ey 
Standards for Grades. Co i 


ihe Shaula petauae pee See to show financial gains © Age 
by use of proper Sr ecene and nacking, ae 


ce The Extension Service Nags vets hold harvesting, grading, 
and packing demonstrations with prercleseaey fieldmen, er a 
—Shivpers. _ 


a The Extension Service should assist the grower or shivper _ 
in acc ay personnel who are to do the actual grading. 


e. Should assist in locating market outlets for superior 
quality products. 


De Food Processing - | Bae. habe oP, 


From the Agricultural Extension Service Seneca. the eee 
lap up of a strong food processing industry is of prime importance. If 
Ree oN | ' well operated and prosperous, it is an active competitor of the rdate 
Nis a market for large ouantities of the highest erate agricultural produc 


1. Determine ‘the’ total national volume of the particular erences 
and estimate reasonable pon om to oe packed in the state —- 
to prevent over—packing. Wan ive Bee Nt Cela aie 

Qe Determine the variety of fruit or “vegetable which is cuitable 
for processing and is; accentable to the market dn which eee Age 
proposed to be distributed. 


ig ts Oe Determine ‘the size ata ‘type of container suitable to ‘the 
je market it is proposed ure) serve. 


4 


Assist the growers and processors to arrive at a vrice for 
raw and finished product: in-order to compete with other areas. 
A thorough study of market conditions including carry-over 
and packing prospects in competing areas is necessary to 
arrive at a reasonable: conclusion, 


Determine best method of PRT coen ies each Breguet from the 
growers in each area. 


“> a. Open market for harvested product either by direct 


cic Rec cas by purchase through auction markets. 


This leaves grower free competition between "fresh" 
and "processing" buyers, but leaves processor in doubt 
as to quantity he can- gorezs ae during the season to 
fill his -orders. 


b. Contract for: acreage prior to planting. . 


Theoretically this assures the processor a reasonable 
chance to obtain enough produce to fill his orders. It 
is difficult to name a fair price which will conform to 
conditions at time of harvest. If price is too low, 
‘processor will have difficulty getting deliveries. If 
price is too. high, processor may actually get deliveries 
from more acreage than he has contracted for. Hither 
of these conditions is not uncommon. 


ce. Negotiate sales purchase of entire crops during growing 
season prior to harvest. Sometimes processor agrees to 
take over care and gamble of crop and do the harvesting, 
Many growers and processors have expressed satisfaction 
with this method. 


baa The Extension Service should encourage purchasing of 


raw material on the basis of U. S. grades. 


Take into Som TaGrAdaOn eet ability of the area'to produce a 
particular fruit or vegetable of high ouality in competition 


‘with other produ¢ing and processing areas. Determine the 


products which can be efficiently produced and concentrate 
on them. ‘ The heavy investments in packing vlants reouire 
available supply of raw materials and if not obtainable, the 
business fails, and a market is lost., Both grower and pro- 


Oy aoe mst take a satisfactory profit. 


Study ways ana means - of keeping a steady suoply of raw 
materials going’ through. the plant over as long a period as 
possible to distribute the overhead over as many pounds as 


possible in. oder to compete with plants in other processing 


areas having 8 to 12 continuous months packing veriods. A 
$60,000 stand-by overhead of plant equals 6¢ per pound on a 
one million pound pack, 
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ey 


4-H Club marketing pee 


8. The days of ‘processing surpluses ‘end ale: are over. 
cessors cannot use TEC SSR ys high-priced 1 labor | es poor 
materials.) ay eee . : 


amore: relationship ‘between grower, shipver, and Bs 


1. Insist that shippers and processors buy on quality or grade 
basis with appropriate price ai fferen tials «: 

on Cald farmers together, explein entire situation, and deter-— 
> mine grower's desire for improvement in marketing. 


%. Possibilities of Peon ee narkets. 


4, Giving market eae gael and eee information on f.0.b..and 
delivered prices by commodities. . 


5, Educational work through 4-H clubs... 


¢ 


1. To) teach grades and packs 


‘Bs Ficle sisathe! and hapite demonstrations 
b. Demonstrations at county and state camps 
c. Contests at county and: state camps 

ad. 4-H individual and team demonstrations 


2. 4-H Club contests 
a,’ Work with county extension-agents in developing a program 
~~ adapted to their county. “el 

b. Encourage the use of local curb markets ond local retaidae 
stores in selling small quantities produced by club members 

If production is greater than local market will, takey.* 
“assist in setting up necessary marketing facilities toqme 

' move proses into ae a and Sunes Be trade. 


' Sample Contest — ieee orate tpaneeion ‘and Marketing | 
Contest.. Objectives: To teach better production and taneote 
ing practices. Eligibility: Any bona fide 4-H Club members, 
14 years ran (or older. ge pe ae 4 


1,/° Set it: up ona county, or, eee basis. 

-2, Half acre minimum acreage. 

3. Score 50% on production, 50% on marketing. 

‘vay Seoring nroduttion =i o~ ey ae : 

fas Se ex yield per acre by grade 

(v) cost per acre . ii Pa alee 

_(c) ‘specific recommended baisiare gait ee Reh 

followed, and ‘scored 7 04% 7c eeanete 


"Scoring Monee stan 

‘(a) grading abliity Dased. on. federal ernied 

(bd) knowledge of federal grades ee 
(c) handling and packing et 
er Maes . (a) complete knowledge of consumer preferences. 

yk ibe’ 2 ALEE aan ORR Ia of this commodity 


oe OUR Y -ae Assemble at packing shed or other suitable place 
a ee: and pack 
8. . Local car of No. 1 grade loaded by 4-H clubbers, 
“Award: eip for winners to Piet capt omaiae) market 


Mean ok and erie’ Taee tion 


come ‘The peculiarities of fruit and vegetable marketing, such as perish-_ 
Beret h ty SEL ean SPE ata nl wide variety of products produced, and 


» 


a one: of. the most important phases of a marketing educational program 
ee ihe assembling, analyzing, and. dissemination of outlook information, The 

marketing economist has the responsibility for presenting both current and 
seasonal information, as well as trends affecting the long range outlook. 

This information should include both commodity. outlook. and general economic 
pau ce en eh affect these commodities. Attention should also be given + | 
AA improving the use of daily market. information. ay re 


tap 


This phase of a marketing educational program may be accomplished as” 
Be POM ee ria tte leas a thee eR ely ayy Sao 

alls Bsteulish | a Seis file of Pas were releases from state and. 
i iy ae Canes 


& 


|B. Subseribe. to economic: and cgricul tural service atters: 
Pah cera! Pah soniye to Pil eted ttede. papers, journals, and. ‘magazines 
— 2 -f-which earry..commodity.. subject: matter, trade activities, as :: 
well as- -eurrent. market, information... \. 1... .... hee ieM 


(ise On eoere as possible, the marketing economist should attend national — 
cue eeenone ks Rees conferences. and trade, .conventions. — Extension personnel - 


e subject matter. ehecieiiet has the aw anda. of disseminating this 
rmation ae cand extension personnel, other agricultural agencies, and 


wi Oe : ( 4 we i 
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This necessarily demands a close working relationship with the agri+ 
cultural statistician, market news offices, experiment stations, and PMA. 


Analysis 
Analysis and interpretation of outlook information must at all times Decent 


accurate/as far as possible conditioned by state and local situations, 


The marketing economist should have access to a trained statistician who — 
will assist in assembling graphs, tables, and other basia economic informa- ie 
tion. : 


Analysis and interpretation of outlook information should always be. Con aas 
ditioned by the medium to be used for dissemination and in light of the audi- 
ence to whom you are anpealing. This frequently necessitates a complete work—. 
ing relationship between the marketing economists and the editorial and radiog v4 
staffs. a ee eae Ai aah. 


Dissemination ' ae 


Perhaps the strongest mass medium through which the marketing economist 
‘may present outlook economic information is by radio and newspapers. iar 


The use of bulletins, pammhlets, and mimeograph circulars may at times sie 
be used to a good advantage among trade groups, bankers, farm, and educational 
leaders. Pan eae Oe . + Lies 


_ The most éffective medium in presenting outlook information is by group 
meetings. This'method affords an opportunity to exchange ideas, which per— 
mits the clarification of points in ovestion which, through other media, may — 
be left unanswered, S 


IV, Training Personnel 


One of the major problems facing the Extension Service is the lack of 
trained personnel. The committee thinks that the following recommendations 
may in some way help alleviate this vressing problen. REM : 


sO It is recommended that Directors, Assistant Directors, District 
 ‘Aeents, ‘and subject matter specialists become more acquainted 
with the acute problems in fruit and vegetable marketing. We 
feel that the Federal Extension Service should impress state 
administrative staffs with the need for greater emphasis upon 
marketing and the necessity for trained personnel, 


tare is further recommended that provision be made for ‘in-service 
training for extension personnel now engaged in marketing. 
_.Such training could be orovided by the following: ee eee 
a. Annual Federal-State inspection service’ training schools 
b. Annual regional subject matter conferences of .production 
and marketing specialists. | 


ricci bath peer erat in the haseaviny of 
fruits and vegetables to wholesalers and/or yeaa 


4. More extensive use should be.made of organized trips. to 
_ terminal markets: by extension: ‘personnel ae study market— 
Ang methods and ptpcoda see Griese 


ce Sabbatic eee for lacuen aed ce Be cane kes courses aKeet 
. be developed to not only teach theories of marketing but 
also to teach the practices of commercial marketing that 
are etna on by Hae trade. 
en ) ue (eer eee econ atenelon personnel aloud ies an 
outline of subject matter to be veneit: at undergraduate 
and Wanna level, 


More: ene in Deets me natyies and. practical aspects Of narket~ 


ing is needed by county extension Sa aoe ug) This could be 
y orecnet i anod bys 


i} 


4 


ae ee aire ; 
bd. Tours to terminal markets and other shipping areas. 
_¢e, Training by Federal- aie wa pt Sua so in grading and 
_ standardization.” | ‘ 
Marketing svecialist should prepare written naboriely 
visual aids, and other teaching devices for training | 
ilgaty fh has, 


This committee roeiny od that there are een a maresein a 


Ee aad that are not included in this report. 


Ty Ae cola, South €arolina, Chairman 
H..M. Covington, North Carolina 
John W, Bagby, Alabama 

Smith Greig, Arkansas . 

Wm. OC, Cartér, Georgia 

W. E. Jones, Mississippi 

F, M. Smith, Mississippi 

Harry Carlton, Tennessee 

Clay R. Moore, Arkansas 

‘Reid Grigsby, Louisiana 

James R, Enix, Oklahoma 


4 


“es crops, including pot eons corn, een! wheat, sugar, thes, soruee 
forestry products. Cotton and hard red winter wheat were. selected by 
commit tee oy ‘intensive work and detailed recomendations, 


a ¥ - 


oA Poltgatton 


There has been a tendency toward a lower average grade of cot 
‘during recent years due largely to changes in oe metho 
harvesting practices, and: varieties. 


At present there is a wide variation in - the ween and 
ge tere OF TASS Pais : ; Z 


~ 


There ae a Ae atoes ae difference in the spinning auality of 
varieties of cotton and Nae ee areas of saataltes 


g . 


be oor in some areas is not marketed. on a quality basis. 


: “1 


THave © is an increasing competition. for Anentcant cotton 
a _detween Upp Ne i and peeriee erowthe? is 


ot. eee 
peede ea: el 
Be RhiiaH Heeaee tins astHiGds 


Machine harvesting 


Snapping 
ones beae ploking 


enareren of ‘the secd cotton aCidenad to the sities 
uodat tear 

Foreign matter ~ 

Extraneous matter 

hocks) Re MAN ae 


& 
or 


‘operation 


dn Odd ant nachinery 
Packaging aa vale Adentidtaatton problems. 


a, There is a need for a uniform ire bale. of covnen 
weighing between 450 and scan aR: | 


Ce 


d. 


Qe 


Ceo 


III. Methods 


Co 


FRC RAIN TRON wah EP ve ee Yt 


. A recent survey showed that 25 percent of the 1947 crop 
_was unevenly packed producing rolling bales. 


In 1944-45, 874 percent of a 12 million dollar fire loss 
was caused by fire packed bales at the gin. 


Damage to fibers due to improper coated bale ties. 
Damage due to the use of improper eared inks, 
Bere of cotton due to the Breech wrapping material, 


Need for Beene orm bale identification as to variety, 
area, and year of growth, 


Problems associated with selling by the mroducer. 


Lack of knowledge in some areas of grade and staple. 


Lack of information by producers on the price cotton 
should sell at, based on quality. 


Failure to understand and use available information on 
market price and ouality factors. 


Lack of buyer competition on many local markets. 


Problems associated with merchandising 


‘Improve and develop marketing methods and handiing 


practices to better facilitate the identification of 
cotton.according to variety and area of growth, and 
to merchandise this to mills on the basis of 
spinning ouality,. 


The need for and use of information on variety and 
area of growth, in addition to grade and staple, for 
use by the merchandising system and the spinners. 


In areas of low cotton production, there is a need for 
the use of credit until producers can disvose of cotton. 


of solving problems 


ee Grade problem methods 


a. 


Assembling svailable data on the advantages of different 
harvesting practices to obtain improved qualities of cotton 
for ginning. The production and marketing specialists 
should cooperatively demonstrate these advantages. 


(1) Demonstration of proper harvesting méthods 


(2) Additional financial returns for proper harvesting methods 
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a 
=" 


shown, 
Co Methods ao improving ein aachinery 
Peek sis hy hae eA specialist: ‘and will include selling 
is attention of growers and ginners the necessity 0 
We maintenance md improvement. The value of: ef 
So ie Scene ASAT Wes be demonstrated. 


sige. 
Ye 


nae 


ae Packaging and bale identifecntian methods 


oS ae a. Develop statistical material on these eons the h 
and economic consequences for presentation to group mee 
ing and demonstrations, to bring. out these ‘situations 
both producers and ginners, vs 


My ie i 4 4 ‘ dpe ves, 5 ile 


Bere bd. Permanent bale tdentipioariean ue eee i, 7 Rete 


J (1) Selection of communities. and gins where these 
Ms | demon strations should be held. — 5 


(2) Tot daneteruee the vrice advantages, that can be 
gained when, state bale een ie ea ae is used. 


eit GSD Beusneerets a ene pecs va of bale tant eaeael om i 
ce cnt Bee Od point out the adventages to be obtained Lis ie 
sa OAS ‘handlers; and Ap ere ee she 


3. Methods eeaoelated wi th: selling 
a. Group meetings in counties to acouaint the farmers wit 

‘the information ‘and services available and how these 
_ Services can be used. Assist producers in obtaining 
‘individual unbiased classification on-each bale, 


“bd. ‘Assist: in assembling. ond disseminating both local. and 
‘central market-néws — :. ETUC SNB ER aI | Ae ae eg 


a Encourage group action in selling. locally, and. through 
- cooperatives. iA 


uF 


- SEN GaIE 
ar rah a Bieta ? 


a a oe oencourage producers. to sell on grade stavle ond 
“A Sa ey oa area. of growth. ea tae ? 


Bes? “Methods associated with merchandising aaa 


eee ie 


a To encourage Hcl Wastes uy eat * purchase on 
ae helene ie and area of: ans : 


yaw Fie ah ropa 


To encourage the | veadentticd Wand use by merchants of 
government classed cotton in accordance with govern— 
ment standards, 


ee and assist cooperative action as a local means 
of competition. 


Ro assist the warehous ing industry in making use of 
available machines and equipment. to. bring about in— 
creased ef ficiency and lowering of cost. This is 
poouene 2 be adaptable ute a regional project. 


“Methods associated with ‘the public 


= To conduct an tere ees vrogram with the pnublic as to 
geotkon: s competition with respect to both quality and prise. 


Aetna: evaluation is the vrocess for trinaihe eee how far the program as 
ried out has_ actually produced the desired results, it is thought that a 


“which ona include studies with a selected somple to discover the eoveranel 
and response to extension teaching. 


C. G Garner, Georgia, Chairman 
D. ¥. Holler, North Carolina 

R. R. Jones, Alabama 

Chas. J. Bryant, Georgia 

Chas. L. Carey, Mississippi 
Harrold BP Jones, Tennessee 
B.B. Cool, Mississippi 

Ed. Granstaff, Oklahoma 
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REPORT OF" 


Problems 


‘4 ss A Peter ts . eave M PN hr feasts > : 7 Ay 
errietosiny = 5 a Ure Sie , : I abe e eeg Di aaa 


Py A. Quality: i eae 


1. Many; problems-are due: to improper verietics. It-ts imr 
-. ,that better ,varieties be used as: demanded: by the consul 
trade. Pa bea), em oie a A ee dd ath eae aN Ate aa 


sine gO OES! 


harvesting, harvesting while 'wet,.- green, cine er 

may be damaged by cra gpeanca ae trash, etc. Ns 
: es 3... Often. oe eres of erain is nea ees by improper Reo) 
a In many cases, drying is needed. Control of rodents | 
weevil damage is needed. ~ hae 7a alos 


4, Mechanical,mixing of varieties. often lowers ‘the grade. 
Steps: snouts Pe, aire to keen a RT Sepotar eas 1 


uy ‘ 


CB. Hevea ra: : i et ; PW e fi af fa any ; ~ : eer ane 


f =; Fee ‘ PST ye tae ee 
. Bi cite ps Ai Sait te! hikers 


1. In many cases, new market outlets need developing. — 
2. Most farm operations in the south are on a small basis 
would appear that country markets are needed where the 
farmers could concentrate. their vroduction. 


’ 


Go aicas: ah ache ane 


yy aure ail outa! be better: ne economic » a 


Ne ee ote ae el ee a quality of grain, In turn, 
reflects differentials in price. Farmers should de vbett 
acquainted with grades and | grading. Kd 


D. Transportation: 


1. In some instances the freight rate structure is not fs 
southern growers and grain manufacturers. These probl ms 
shoutd be studied through the marketing program an 
initiated to correct them. 2 i 


Ez. asia tine facilities: 


1. Marketing facilities in many cases may ‘be inademate. 
_ study of marketing facilities should be made Oe le’ 
‘of helping handlers adjust facilities for 
handling to lower costs. : 


k of adequate central + storace uae Neuntey i 
rs for. grain in. the South, Sestacy,. of this problem — 
di rmade” by RR. ede ; 


"Storage (mentioned elsewhere) 
‘Freight vroblens (mentioned elsewhere) 


Quality (mentioned elsewhere) | 


J 


The geographic area covered by this vroject should be small a if 
enough E07 oats the vob done or ai least to permit intensive work. ya. 
The gencral eo ial phases of the program should be projected 
with sufficient emohasis to acquaint producers, processors, 
handlers, dealers and others poncerned with problems undertaken | 

in Aas pape tat, 


The program Seouaa a recognize and include. all marketing agencies 
Cie Sree in operation in ‘the fralayy ‘ 

The program Should. be an extension program, tied in with ute me 

properly integrated with other phases of. extension work, including fr 

other. LC aun and eee MOT KORG». 


° y ~ 
Aigo tie 1 T, 


Depinite aa WAC ae BN eetinon for the immediate year and Tine 
time Ape Cer es seh ae set aaa 
a Aiea number of problems have been pointed out - in our discussion oft 
marketing. We do not‘ bélieve that a ‘program set. up to cover all of 
problems would be ‘suitable. Programs should be more ‘Specific. In 
} } eport we ‘are assuming that vroblens of ‘quality are most important and 
he remainder of this discussion deals with a program ‘developed on improving i 


be oy 


rontuck: walvern, Acai opera tors, terminal: ‘operators, See 
“agente. and farmers, and vresent. ‘them with problem objectives. — 


o] 


» Hold conferences. hee key leaders of all groups in county. 


{eee Senet Ae a objectives. 


ae Discuss Pane and exchange ideas. 


ves 
yn f 


\: 


‘Hola meeting of bee to. organize County wheat growers associa— 
tion with officers end bree anne committees. 4 


Ny 


iV. 


¥ 


4 A Ages 
Mien ccc hiE fone, 


7 


De 


Measuring project results 


1. 


iy 


oenber oy sapere: a. statement. as to the. variety eee he has 


‘cultural teachers, . county agents, veteran instructors, and ae 


Functions of this organization will include 


nk hae 


and the approximate amount ae will have for sale, A committee 


in addition to certified growers. Literature will be publist CN Gee 
giving a list of seed growers, informing them of meeting ee 

etc. The wheat growers will sponsor an annual wheat festival 
at which time prizes will be given for best samples of wheat 
submitted, based on grade, and baking test. A wheat king will 5 
be selected at each Wheat Show. The organization will sponsor 
a 4-H Club wheat judging contest at its annual meeting. Mage 


A small membershiv fee will be charged for the purpose ote 
covering items such as postage, Bey en ot eee a . : 


Through its program of education, Sheers ee etc., the 
association will endeavor to assist growers in marketing. In 
such work the-association will serve in a promotional way rather 
than in actually eer tnete grain. ; 


The association will arrange with the Crop Improvement 
Association to obtain certified planting seed for its members. 


Producers should seek a better price for higher quality wheat 
and in turn millers should be asked to pay for the. plage! aid 
grown. 2 ees 


Dates will be made between specialists mp 
in the improved wheat Be projects. 


County agents will be supplied with subject matter and demon— 
stration materials. This will include pictures, charts, 
samples, etc. 
Wheat variety idenhirieerton schools will be Held Stundasben ie 
the. state for millers, elevator operators, vocational pes 


others, 


In cooperation with production spenee ee meetings wil be He « 
in the spring season at demonstration plots for the purpose of 
discussing the characteristics and quality of verieties. 


Prepare latest developments on wheat outlook and pees eh an ie 
release it to the press ae radio. 


ae 


It is important that results and progress: pa the a ProSoet. be 
measured from ‘time to time. 


oe aS Leyte ane 


2. Basic to measuring results is a good survey of the situation at 
the beginning of the project. Such a survey will be mde on 
farms as to variety as the program is initiated and will be on 
the basis of recognized survey standards. 


7 ci Collect data on current quality through terminal and inspection 
- points. A) ; 


Ve. Cooperating agencies 

1. . Extension Service | 

oe Texas-Okla,” Vheat Inprovenent Assoctation ~ 
3. Union Equity Cooperative Exchange 
4. Okla. Grain. Dealers Associ tion 
5. Local elevator superintendent’ 

ie “Local wheat miller | 
7, Oklahona Crop Improvement Association 
8. Grain inspectors and as 
9. | Vocational agriculture teachers 


ice PMA. 


R. Re Jones, Alabama, ‘Chairman 
Chas, L. Carey, Mississipni | 
D. B. Cool, Mississivpi - 

Ed Granstaff, Oklahoma 
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PRO Ai > |e POG ee er te a 
REPORT OF THE COMMITTEE ON VESTOCK, MEATS AND WOOL 


; Meat animal production is becoming increasingly important in the Sout 
“Of the total animals on farms in the United States on January 1, 1948, 
13 Southern States had 23.8 million head of eattle or 30.3. percent of the 
U.S. total, 14.1 million head of hogs or 25.6 percent, while stock shi ep” 
lamb numbers totaled 9.5 million head or 31-1 percent of the total. _ 


During the past few years meat animal numbers in the 13 Southern S 
with the exception of sheep and lambs have increased while the trend for 
United States as a whole has been downward. Basic to this reversal of nat 
jonal trend are several factors. The entire region has a mild climate f 
able both to animal and forage production. The long growing season and 
development of improved legume and grass crops for both summer end win’ 
erazing are factors in increasing both the efficiency and quality of mea 
animal production. Shifts in land use and the widespread adoption of so 
conservation practices with a larger proportion of the tillable land goi 
into grass and forage production are also factors in the trend to more g 
ing aminals in the area. In some localities throughout the region, com— 
petition for labor and high wages is also a factor in the shift to grass 
land farming and meat animal production. er aor yous 

Generally speaking, the livestock production of the South, with he 
exception of the western part of Texas and Oklahoma, is widely divers sd 
and scattered. Much of it is produced under relatively small-scale on 
tions on many small farms. This presents problems in assembling, grading 
and processing not fotind in most other sections of the nation.. Wise aoe 


Most of the South continues to be a deficit meat producing area. 
dustrial development taking place at the present time is resulting in a 
larger urban population. . This will create an increasing demand for meat 
animal products. Adequate marketing and vrocessing facilities and more 
efficient methods of marketing of livestock and livestock products are 
needed in many localities.’ Therefore, it is essential that a well coordina 

‘ed and expanded livestock marketing program should be develoned and unde 
taken by the Extension Service in cooveration with other agencies of the’. 
producers, handlers and consumers. : betes 


PROBLEMS 


1. More general use of outlook and market information slo 


The Extension Service has reliable outlook information that will as 
farmers in gearing their production to the demand. . It takes considera 
time to increase the supply of meat animals. Therefore, the farmer sho 
have all available information as soon as we can give it to him. is 


ae Regulations —~ Sanitation —- Service, etc. 


The Extension Service should work very closely with all regulate 
-,ageneies in the State. Proper educational material on market prices, 
and production practices should be made available by the Extension 
at all local and terminal marketing centers. ope 


£ 


= 
ery 
= 

— 


hor 


ive grading of meat. animals is now Heady for practical: application. 
se grades should be publicized to where the farmer can use them in every-— au 
nversation, This would, of course, aid the effectiveness of market ~~ 
Ss service. Grades of the various. classes of livestock should be uniform 


‘oughout the country. A choice lamb, for example, in one market should a 
aay be a eh lamb in any other market. 


“More eneral use of sea grades and standards on wool, mohair, 


bides, etc. 


‘The grades on these products have been sufficiently standa rdized: to 
permit general use in the trade. Therefore, it behooves-the Extension 


Service to give proper publicity so that the grading will be accepted by a 
doth fo armers and eos: Cas ee 


[erisriy a i of livestock throu hout the 


Due to production eractings within the rere teo great a portion of the ne 
‘livestock moves to market during.the late summer and carly fall months of the 
year. With “prover marketing infornation, adapted to the locality, the pro- Ry; 
ducer can select classes of livestock to sell when he can realize the greatest 
profits, Making. maximum use of summer and winter pasture which has been proven — 


profitable by research. This will result in more orderly and even market ings, 
thus: cee Seasonable | Sede and "gluts", 
ei 


> 


More ae ee market news service 
ane SOS market news service, 


The livestock market news service as now furnished by the Federal-State 
agencies should be exnanded to cover more markets throughout the South. 


This would result in more radio programs and daily papers carrying daily 
Pp iventock prices. . 


- 


ugh oh Pte 


rades and time of marketing 


noes 28 the affect kill-ont costs ‘and id margins 


The large slaughter houses of the country have plenty of ‘information de 


which would be very valuable to. the producer in eee his Prone hee 
Re one to meet the demand, ; 


tek closel: swith induets in finding new uses for enimal products ! Ee 


“Carrent: Alustretions: ‘are. lara, mohair and low grades of wool, 


- 


\ 
Ve 


ki neat sipping and handlin gee: 


“The: appalling amount. ‘of oss from injury and death of livestock in 
transit. to market. can be sharply reduced if the producer, carrier and yard— 


man have knowledge of the situation and vractice, proper loading, bedding 
fs and potting ASAE aS 
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-  blems of a different sort. Small producers are no longer denendent o 


10. Local auction salea oy 2a 
Local auction sales, have developed with the increase of livestock 

packing plants throughout the South. . While they offer some definite 

tages as alternative market outlets, yet they entail new limitations 


traveling livestock buyer. It is the duty of Extension to work with 


local sales in attaining uniform weighing services, 2rades and more adeq 
sanitary measures, They furnish another practical medium through which e 
cational phases may be eonducted on grades, better breeding, pastures and : 


feeding. 


assembly points. “ ; ; rar ra er 
Adequate precautionary measures are used in all of the large terminal _ 
markets operating under the Stockyards and Packers Act. Little or no con 
of sanitation is practiced at many of the numerous. local auction yards an oN 
small assembly points in the South. The Bxtension Service should work with 
the service agencies in correcting this situation.. ane 


ll. Use of practical sanitation methods and control of diseases at local — 


12. Increase the efficiency of operation and reduce waste in local f 
locker plants : : 


Small freezer lockers have grown through the United States to where 
now process about 10 percent of the total meat supply. These plants a 
ous throughout the South. The Extension Service should provide them with — | 
more information on efficient operation, outlook and plans for better market— 
ing of hides and inedible products. © id corns 63 


, 


13, Make full use of existing selling agencies and encourage expansion tc 


other areas where needed : a Oper 
; RTE Fay aes fs toa Bs 


This should include working very closely with livestock production 
marketing organizations which now have agents in the field for getting b yer 
and seller together. In establishing new marketing practices all agencie sf 
should be given full information on necessity and feasibility of such — 
_ , practices. . 


14. Consumer education on grades and standards vis a Ta ta 


The grading of meats is generally accepted by processors and handlers, 
but very little has ever been done by them in informing the houséwife on 
their use. The general idea has always been to keep the housewife in the 
“dark on the product that she is actually buying. Most consumers still pur-— 
chase meats because their butcher directs their thinking. Meat is one pa 
the largest items in the family food budget, yet most women buy in complete — 
ignorance of quality. ™he grades are established and reasonably uniform 
erading is done throughout the country. It is Extension's respons ibilit; 
to. inform the housewife of the grades as they are set up. re ei 


numer channels hecton sien Service. ‘can. one the Ioana an 
‘in. conveying to the research department the problems of the 
ais Baad that prepacksged neat i Bi reduce men ote costs. . 


Nae 


OBJECTIVE . wR 


arry. economic ine oriiation in hehe marketing, processing, and ideas 


ur buting of livestock Bad livestock Prose Vs to producers, handlers, 
oo Be, 


. 
t 


Analyze the ‘problen 


>What. are the needs .— bbe : Be AS as 6 ch ; ret 
Resources available to work with Ti Sea 
Goals to be reached , 


On > 5 y \ 


Secure the cooperation of individuals and all agencies coneseen We ty 


en Ta 


i Bet duetony research: and ya afencles: 4 trey ete rte th (atid era 

Reorrodueens. (4 .).\) Belay ts ; pan: "ia uae 

x; Handlers and distributors de cae Nd eer oa 
Pers i 


study and. EA pas the | necessary. means and. ways for i out ‘the 
| problens outlined, and others as: they ee 


Peete, 2 
rinses tH 


Bauestional programs Rok aie ik Bea ee a eA Ua ea 


Row 


ied ae organization Literapare:. 
2,° market information. 

Pree outlook information - 

ee demonstration where anvlicable 
ee Bl 4H Club: Bren strattons 


nf 


ately 


» How to ae we Pie anh eg tae em me Lee Pe Ne fe Sek; 
1. general. peel nae: yee oe eae 
‘2. personal contacts ca me vrata eS og i ale Runge ea 
Det PCOHTeMCCe Si Aim CNT. Hele Peni ae ef, sen sendy’ omc bees AE te 

era, medio, arid television Ree ie: 
iso news ‘articles ..% 

6. discussion groups  -- 
7. tours to various marketing facilities for demons tratton fy 
8." committees, local; state or regional. ‘ 
9. 4-H Club demonstrations 
{ ‘ 


es ~ t 
1s (\ 52 BVATUATION "5A 
bers aul. Ty Sam iene ts wt ln SOF SRE ROS bys Gea Ger Rta fed oF 
’ by} 7M q 


Why BCs 


fricu. 
Texas 
Bes Fert 

es 


The very nature of livestock in the South makes evaluat : 

The large variation in marketing problems of the large-rancher in 

Oklahoma and the small mountain farmer of the Appalachian area pre 

. blems too numerous to mention. In order to evaluate a program you m 
some similarity of problems, Therefore, in evaluating by statistical nm 
like areas should be grouped. + i88 


The best evaluation of any extension program is the general accent. 
of the recommended practice, If producer and consumer accept livestock me 
grades then the program is worthwhile. This acceptance could best be 
measured by taking a survey at the beginning of the project and at a sveci- 
fied later date. Surveys can be made with farmers, trade outlets and con- 
‘sumers, or through their organizations. If the trade accepts a new practice 
in marketing then you can be sure either the buyer or seller has shown a | 
demand for it. For instance, if more stores begin selling graded products 
you can be reasonably sure that housewives want it that waye -— ake ae 


EXAMPLE OF LIVESTOCK MARKET SCHOOLS AND CLINICS* 

One of the newer techniques employed in Oklahoma to interest producer 

and the trade in livestock production and market information is the annual 
two-day livestock marketing clinic, This clinic in its fifth year of ope 
tion is sponsored by the Oklahoma City Livestock Clinic Committee and the 
Oklahoma Extension Service. Practically every agency interested in) ive-gee 
stock education is represented on the committee. A lot of the time of th 
Extension specialist and the committee is spent during the year in develo 
ding the details of the clinic program. The program in 1947 was featured — 
by an outlook talk and discussion by Charles Burmeister of the Livestock © 
Branch, Production and Marketing Administration, and by. representatives fr. 
3 two major packing companies, who put on slaughter and cut-out demonstrations 
Mp for slaughtered steers md hogs. These men also made talks on merchandisin, 


F 


and consumption of various grades of meats, aoe eT hee ena 


The first day's program started with the outlook talk. . Later in the | 
morning the group was taken to the stockyard vens to inspect and grade 
slaughter steers. These steers after grading and inspection werewighed _ 
ae and slaughtered. The second day the eraded carcasses were examined in the — 
h coolers. Members of the clinic were given the dressing percentage on the 
animals and cut-out data for the various carcasses. An added feature, 


while in the coolers, was to insnect carcass for bruising in trensit and 
specimens of offal for internal parasites. | 


oe The same information was secured on three or four hogs of, different — 
ane tyves. The dressing percentage and cut-out values of every carcass were — 
gk determined end discussed with the group. — ; es Ps 


a 


* This program is suggested as a possibility for use in other Southern 
States. hs : : be omens ey Per #3 if x0 h =. te 


es ae aoe gaunt Hen and wool suhoown and 
ivestock industry .at the Oklahoma | City market also sponsors. 


ol. The ‘procedure is about the same. as with the livestock elinis. 
at only lambs are studied. This school. is in its tenth year, 


Ps: 


‘list and score card: is prepared by the ‘con't tee. about. ue 
> year. The date for the school is set about this time. “Adult 
hibit. five market lambs of either the light or heavy weights. 
e lanbs_ are to be docked and castrated but not fitted to show. They 


and. wool school is held in: the late spring, while the livestock market 
c is eed in the fall, 


The Sire: of both of these projects is carr ted in the Tous papers s and f 
ssociated Press throughout the state, thereby interesting a large 


of consumers 15) the purchase of lamb, It is also given publicity bai 
POET AUIS «, 


cA. W. Bacob, ei acne Chee ee 
(Mieibs Daltony Virginia... oe aa 

A, L. DuRant, South Carolina. © 7.» 
Jd. S. McKewen, Mississippi Hehe 
ene EB. C. Martin, Texas . : i" 
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' REPORT OF THE COMMITTEE ON POULTRY AND POULTRY PRODUCTS 


To do effective extension marketing work in the field of poultry and 
poultry products, it is necessary that we work with an maintain the confi- 
dence of producers, consumers, and handlers of these products. Marketing 
problems encountered by each of these grouns are, in many instances, common 
to all. In many cases, each groun has problens affecting it alene. Be- 
cause of the diversity of problems in each af these greups and the effect . 
of these problems on the successful marketing of the products, it becomes 
necessary for the extension marketing personnel to work with the groups 
individually and jointly. A 


SITUATION 


Eggs are one of the basic foods and poultry meats are important items 
in the diet of our daily menus. Some of the states in the Southern region 
produce a surplus of these commodities throughout the year and others only 
seasonal surpluses or no surplus at all in some commodities. Ezgs and poultry 
are perishable, therefore, maintenance of quality is a major problem. 


In most of the states, seasonal variation in production of eggs is a 
major problem.’ .Low quality and small volume are other problems in the field 
of marketing poultry and poultry products. 


A lack of service firms or the unwillingness of these firms to buy these 
commodities at any priée is a problem in some areas at certain seasons of the 
year. 


The consumption of poultry and poultry products is at a high level at 
this time and is likely to remain high so long as there is a high level of 
income and competitive foods such as red meat and other protein foods are 
scarce. This presents a problem, Nowever, when income levels drop or com— 
petitive foods become more plentiful and the price is lowered. 


There is a shortage of trained personnel to do poultry marketing. This s 
makes the job even more difficult for those now engaged in poultry marketing. 


The problem of measuring results is still another factor in our daily . 
work. An accurate analysis of our efforts and accomplishments will do much 
to make the marketing programs most effective throughout the years. 


There are certain production practices which influence the marketing of 
poultry and poultry products. This committee will conSider only the pro- 
blems in the activities necessary after farm production/on the way to the 
consumer. Some of the more important of these activities are: 


1. Assembling 2. Grading 

3. Packaging 4. Processing 
‘5. Storing 6. Transporting 
7, Advertising 8. Distributing 
9, Financing 


60 (1-49) 


: in "Alabama, 
Se eee Reissue Oklahoma, 
bees Tennessee, Texas, and Virginia. ‘The pro. 
! ronting each of these states will vary, and specific practices 
aes solution will vary ‘even more -than: the problems. 


Nat 
Ne - ma ee 


’ 


h le there | are a few er, units of. sop NN of thest domnedte rant 
southern region, an exceptionally: high percentage comes from small 
This condition is.one.of the major reasons ao the low quality 
hese ‘products reaching. the markets «. TCA May tapas : 


Since many of ‘these cent are common to two or more of these states (ie 
committee recognizes the responsibility of Extension in cooperating with | 
arch and. industry in planning regional projects. “poe of these Pree iS 


.Price variance in ege color. | | 
Need for year-round turkey merchandising. 
Consumers! lack of knowledge of terminology. 
_ Loss in quality from producer to consumer. © 
Processing and packaging broilers, fie a 
Needs for improvement in market news service. 


OBJECTIVES 


+e develop and demonstrate procedures which would enable the eee 
Q receive poultry end poultry products of higher quality and which on 


' 
f 


ee To market an ever ie ereneine higher percentage of top aoe poe 
Den a poultry meee te and thereby create a stronger demand, 


ey} bees 


‘The area ees vary in size from one community to several. 
ot “To determine the need and aid in the development of a marketing 
proj Beat a given area, a complete survey should be made, This survey _ 
a be of such a nature that would determine eee: facts, such ‘ast 


Maat is to be marketed: 
_ Production area included 


‘ “number, breed. 
Pela or. production units. 
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2. When supplies are to be sold: 
Seasonality of supplies 
Age of birds 


36 Marketing en enee to be used: 
Available outlets: ‘tuying stations, rogesine “plants 
Distance to each, and capacity 
Marketing practices used 
trucked elsewhere; processed locally 
Transportation services available. 


Producers! satisfaction with present market outlets, 


4. Sales area to be serviced: 
Population 
Per capita consumption 
Present sources of supply. ag 
Problems involved in acquiring greater share of market 


From the complete survey a study is made:in order to form a. program of 
attack on problems as indicated in the situation. The program of attack 
may be further. developed by the-use of the following techniques. 


Demonstration 


Method and result demonstrations are the best means of correcting many of 
the problems involved in the marketing process. This procedure creates inter-— 
est of those connected with the poultry industry and those using the products. 
This method of teaching lends itself to the many individual differences found 
in those people sponsoring the program and those who are receiving benefits 
from the activities in. the area. : 


Tours 


Tours can be-one of the most effective techniques in extension marketing 
work. They should be used in furthering the marketing program with service, 
producer and consumer grouns. Tours can be used to promote better understand— 
ing by the.people in each group of the marketing activity in which he is in— 
volved and can also acauaint him with the entire marketing process. 


Reduce’ seasonal variations 

Every possible means should be wsed to reduce seasonal variations since 
this is a major marketing probiem. 2 more even supply of poultry and poultry 
products is made available throvghou. the year. 
Radio 

Probably more people are reached through radio in a short length of time 


and with a minimum of effort on-the part of the used than with any other tool 
available to the extension worker. 
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by 


he press is one of | the best tools through which information - about mar~ 
pect vias can be disseminated to the: ease Do Hos write the Sit ate 


will take some patience and time to train personnel to assist in the f 
ing activities, but it is a must if the success you hove for is tie ch bau 
While itis: times) 


‘Training should be thorough and not half done. 
it, will save much of the teacher's time later. — 


uning for a short veriod, 
will also stimulate the interest of more DPE On ie who make many contacts), 


| 


leaflets, and circulars. 


then tutteting, leaflets, and circulars are available, that clearly — 
} trate and describe the activities involved in the marketing work, they 
most useful. They will answer many questions ‘in the minds of those _ 
When used correctly, they will save time and money in ‘teaching 


srested. 
of. the approved practices sou wish them to use. 


y 


ae analysis is essential to obtain a clear understanding of what 
It is also ae ed ah dined if Anprovements are to be matte before 


i 


ie Small e2roup . eanbUrenaed are usually effective in pronot ine cotivities 
1 onnection with the marketing work. More discussion and individual 
ipation can be obtained than with large crowds which usually come ten 

| They will require less’ time and they can be held at the point Of) 

More poy and effective Dee can “usually be Sea ak 


ie 


nen activity... Interpret and adapt the. data to meet their local situa 


ie When at all possibile make, availabie efficient wage ied for, the D b 


_see such things as facilities, packing, grading, . processing, and many fo) 


Personal contacts 


“more time than any other method .of promoting the, marketing activities. Th 


; eppeet but black and white will be acceptable. 


erate leadership 


; vee their par pe Aron % ne aaa 


Pa 


eae ‘handlers, one consumers ‘are Sees ae in “research 
it applies to them when using or working with poultry and poultry 
Be sure they are furnished this information in a form easily under s' 
o0% Vs\A1so important that it can,be used. to further promote their int 


practice 


ke available the bservation 


of efficient 


Fonts to study. The producers, handlers, and consumers alike will we 1b 


practices necessary in efficient marketing. ‘They: will also be intereste 
large volume operation and ‘selling. ig 


} 
- 4 


‘The. use of personal contacts is probably the most expensive and takes: 


should. not keep the practice from being used extensively for tit is; one, ote 
the most effective methods of getting good practices accepted. The number of 
contacts will depend upon personnel available and the amount ce time they 
have for the work to be done. ye 


a Aids ad 

Visual aids are a tool which aid materially in teaching iuprerede 
practices. Whenit is possible, develop these aids from recommended practices 
in the immediate area. They will be more readily received and of much mo os 
interest to the people you are wanting to impress. Colored slides Bove mos 


. Personal letters. ah Ree Pies + nae 


Personal letters are time-consuming and expensive. It is also a.slow — 
method through which a large number of peonle may be reached, It is, ne 
theless, an effective measure when certain conditions and. ack arise in h 
furtherance of the work. PS 


re Atenetlp: is an. important . pee) in the. success ae market ing act 
It is not intended that Extension Service personnel furnish alae the le der— 
ship. When the need arises,. leaders should be trained and given responsi-_ 
bilities. in connection with the marketing, rogr ane and activities. ae 


4-H Club members! marketing activities 


OLB &. recommended that 4-H poultry club members participate Sa all 
‘market ing programs when.possible, If they cannot participate ite exis 
marketing programs, it may become necessary to develop marketing pI 


mi LON ae 


Special*markets such as the. sale of their-show entries may be used 
when it will assist in completing their club demonstrations and give them 


additional training. It may also give them an incentive to further their 
club activities. 


Batidnic 


A thorough and complete study of available material pretraining to out- 
look should be made on each product being considered. This should be made 
at the beginning and also at intervals throughout the duration of the vroject. 
If no project is outlined, a report on the outlook of any product is helpful 
when giving assistance. 


Market quotation 


The use of market quotations is helpful when they are epnlicable to the 
product, They must also be correctly internreted when using them for any 
commodity. There is a need for quotations that will be more applicable to the 
many localities some distance from the terminal markets. This may require a 
thorough study of locations from which vrices are quoted. There may be other 
locations which would more nearly portray the local situation with respect to 
prices being paid for certain grades. 


Cooperating agencies and organizations, etc. 


Agencies and organizations with which Extension Service may cooperate to 
further the marketing activities with relation to poultry and poultry products 
include: 


Di State denartments of agriculture agencies 
2. U.S. Department of Agriculture 

3. General farm organizations 

4, National and state trade organizations 
5.. Private companies 

6, Trade press 

76 Cooperatives 

8. State agricultural experiment stations 
2p State health department 

Ds Pure Food & Drug Administration 
dks Related industries 
12. Commodity associstions 


EVALUATION 


Evaluation of projects and efforts in connection with any marketing 
activities is essential. Some of the important evaluations are:— 


ke Degree and efficiency of organization with relation to 
project and activities. 

2. Degree of acceptance and utilization of new recommended 
practices. 

3 The extent to which new facilities are made available. 
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The extent to which present facilities are improved. 
To what extent are available outlets fully utilized. 


Measurement of changes in trade practices. 


Measurement of changes in consumer acceptance. 

Measure the changes occurring in the actions of producers, 
handlers, and consumers. 

Amount of coonerative effort on the part of producers, 
handlers, and consumers, 

The: degree of increased participation by producers, 
handlers, and consumers, ; 

If research information is avysilable to what extent 

is it analyzed and used? 

Are the marketing activities returning greater monetary 
returns to producers, handlers, and consumers? 

Are the marketing activities utilising maximum cooperative 
efforts of all agencies and organizations which are ina 
position to assist? 


Floyd Z. Beanblossom, Texas, Chairman 
w. A. Tuten, South Carolina 

John P. Weeks, Alabama 

Curtis H. Collier, Georgia 

BE. D. Martindale, Mississippi 
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REPORT OF THE COMMITTEE ON COOPERATIVE MARKETING AND PURCHASING 


Introduction: 


A discussion of extension work with farmers! cooperatives is evprovriate 
in planning a more comprehensive marketing education program. Work with and 
for producers! .associations will continue:to be an important element in future 
marketing education. This is: true because: 


Dain ES Cooperatives have proven an effective means of improving the 
services rendered by: ates ne Ribs taky 


Bs entiation. Poti vablons and BY cpr tt ons both Federal and 
State, over a 30-year period have ‘established a public policy 
of encouraging and:fostering eihcasic Net ah organization of 
agricultural.producers..: : 


Se Over many years the Bxtension Service has done inuch work: 
to educate farmers about cooperatives and to aid them in 
getting associations established, 


‘SCOPE OF THE: PROBLEM =~. 


Agricultural cooperation is well established in the Southern States 
and Puerto Rico with more than one farm family out of every two being served 
by cooperative enterprises which’ they have participated informing as a 
means of improving their economic and social position. These self-help 
cooperatives, established under. our free enterprise and capitalistic system, 
relate to almost every phase of farm operation and farm family i: : For 
illustrative purposes, we aa tone them into three major groups: 


Po: cectives nt: a rae ariel éney ‘of Pecan practices: 


Soil, livestock, dairy, and crop improvement iano 
Artificial breeding associations 

Plant breeding associations: - 

Grove’ care associations 

Ae ores es 


Cooperatives pur chasing fain sunplies for farm Pree such as? 


Bere ia's be ‘and insecticides 
Seed and feed: 
Farm pains one athena ee aeteriele 
- Farm machinery, equipment and supplies — 
. Containers and packaging Saranac 
es oats and. other igivwes at 


(1/ This classification is arbitrary as there is some overlanping. ) 
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II, Cooperatives that improve marketing procedures, practices and facilities 


designed to better prepare and move farm pvroducts. toward the consumer, 
such as? . 


Cotton gins, compresses, warehouses, and marketing associations 
Oil Mills (cottonseed, soybeans, peanuts, and other nuts ) ge 
Fruit end vegetable processing and marketing associations 
‘Poultry and egg marketing associations ; 
Dairy processing and marketing associations  .. 
Tobacco warehoyse marketing and processing associations 
Rice, sugar, coffee and vanilla processing and market ing 
associations a 
Wool and mohair marketing associations (auction and commission) 
Livestock packing processing snd marketing associations 
Grain marketing,- warehousing, and processing associations 
Forest products associations 
Farmers! and farm women's markets 
Handicraft marketing associations 
Miscellaneous products marketing associations 


\é 


III. Associations that raise the efficiency of the farm enterprises and the 
standards of farm family living, such as: 


Credit associations: national farm loan associations, production 
credit associations, credit unions 

Insurance associations: fire, livestock, automobile, life, 

other forms 

Frozen food lockers 

Rural electrification associations 

Health and hospitalization associations 

. Home landscaping and beautification associations . 

Community centers and meeting places | 


Although much has been accomplished in setting up and operating 
the tynes of associations classified above, their accomplishments are 
limited: by: 


1. Limited knowledge of rural people on cooperative principles, 
procedures, practices, and possibilities. 

2. Inadequately trained management (including boards of 
directors) and personnel 

3,. Inadequate financial plans, structure, and support. 


The Extension Service has an opportunity and a responsibility to 
further assist these self-help groups of farmers through its recog 
nized educational and demonstrational procedures. It has long been 

wt appreciated by Extension workers that. educational and demonstrationsl 
work can be done most effectively by working with groups of farmers 
who are interested in the solution of common problems, and that in 
many instances the achievement of the most desirable results Ba 
Extension work reoguires the participation of groups of farmers in 
carrying out worthwhile programs. 
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| In developing programs for cooperative education it is conten- 
plated that assistance will be available under the Research and 
Marketing Act in conducting appropriate Extension activities. 


THE ROLE OF EXTENSION WORKERS IN COOPERATIVE EDUCATION ed 


In developing an effective program for cooperatives, leaders will need 
to consider all essential factors. Among these are: 


I, Types of information required by the proups to be reached; II, Who 
should participate in Extension education programs for cooperatives; III, 
Ways of conducting Extension education for cooperatives. 


ua Types of joformation required by the groups to be reached 


A, ‘The following infornation is needed for all of the groups to 
be reached in Extension education —- members, non-members, 
young people, boards of directors, general public, etc. 


1. Information on the economic role of agricultural 
cooperatives. 


ae Information on the basic principles and practices of 
agricultural cooperatives. 


3. Information on how cooperatives can be made more 
effective, such as on: 


a. Legal set-up (articles and bylaws) 

b. ‘Records, budgets, financial statements and reports 

c. Members! and directors! obligations and responsi-— 
' bilities RUB ay Cae 


B, In addition, specific inforuation as indicated is necessary 
for each of the following groups: - k 


1. Management (Boards of Directors, Officers, Managers, and 
Employees) 


Qe On relationship of members — directors - managers 


dD. On organizations and operation vrinciples and 
‘procedures me a erag tu etal et 


2. County agents and vocational teachers 


a, Information under management as given in A above. 


dD. Desirable methods of carrying on educational activitie 
relating to cooperatives (county agents, bdsere 
agriculture teachers, specialists, and cooperatives 


ecialists on the Educational Problems and Possibilities in the Field of 
cooperation" prepared by the Educational Committee of the American Institute 
of Cooperation, August 31, 1948, Amherst, Mass. ) 


(2/ See also "Report of a Workshop of College Teachers and Extension 


60 (1-49) 


~ 1ll2 - 


3. 4-H Clubs — Sponsor junior cooperatives in order to train — 


club members in sound methods of cooperative organization 
and operation. 


-4, Service groups — Dealers, handlers, retailers, and consumer 


groups need correct information on the economic and social 
role of farmers cooperatives, 


II, Who should participate in Extension edueation prozram for cooperatives 


In the development and achievement ef a leng-range program for coopera 
tive education, a variety of agencies can make substantial contributions. 
The list of such participants may include the following as well as 
cooperative organizations themselves: 


ee 


De 


12. 


Extension economists, home economics specialists, and production 
specialists 


District and state Extension sunervisors, Federal extension workers, 
county farm and home agents 


County Extension program committees 


Vocational agriculture teachers 


State department of agriculture (marketing commissions, bureaus, etc 
Cooperative Research and Service Division (farm Credit Administratio 
Banks for Cooperatives (Farm Credit Administration) 


Other agencies of est Deparfment of Agriculture (Bureau of 
Agricultural Economics, Production and Marketing Administration, etc. 


American Institute of Cooperation. 
National Council of Farmer Cooperatives 
State and county cooperative councils 


General farm organizations 


III. Ways of Conducting Extension education for cooperatives 


One of the first steps in conducting Extension education for 


cooperatives is to establish a working relationship with them. lLong- 
renge programs should be’ adovted. 


Aw 


Effective Extension education for cooperatives requires knowledge 
and training on the part of Extension workers. Some of the ways 
this may be obtained are: 


ee de Ue ish Coes (1-49) Bais 


= 


C. 
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i. Regular courses in the college curricula for doth under- 


‘graduates and ‘graduate: ‘students. 

as Special schools: or-short courses on cooperation for all state- 
office Extension workers. 

3. Special training schools on and off the cammus for county 
agents and vocational agriculture teachers. 


4, Leave for graduate study by Extension workers. 
ever Attendance at American Institute of Cooperation. 
an 


. Maintaining close’contact: with one or more cooverativess ee 
ferably as a member, ; ; 


Bringing Extension education to coonerstives and to others may 
include the following tynes of meetings or programs? 


1.:° Meetings where coopératives. are being organized. 

De Annual and special meetings of coonerative members. 

3:-- Board meetings of cooperative associations. 

4, Cooperative educational committees. 

5. District conferences or short courses of directors, officers, 
ou avid Beneeets of cooperatives. 


a. “In ‘the ffeld. " 
b. On the college campus (with or without resident staff) 


6. petting aehook se es Doth ess or vooperstiras: 

(ee Cooperative clinics. 

8...° Public speaking ‘contests. | : 

ay Discussion groups of non-member farmers. 

0. ‘Service clubs and other meetings. of the general public. 


Conducting educational programs on cooperatives calls for the 


preparation and use of informational helps adapted’*to the local 
or area Sete taken ahey may PE ee 


4 


ee he Nae? A oe ey iene other pubtications providing the 


‘ information needed by each of the:grouns to be reached. 


rae a Oe film. strios ond other ae aids. 


aL We rid 


Osher PrecoRi ead mePLCAS of faites oh education are e185 used, such 


“as radio, news releases, tours, and method and result demonstrations. 


M. C. Jaynes, Texas, Chairman 

. D. Steer, South Carolina, Secretary 
. Jerdan, Tennessee : 

Box, Mississinpi 

. A. Vennes, Kentucky 

» M. Morell;: Puerto Rico 
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APPRAISAL OF THE SOUTHERN EXTENSION MARKETING CONFERENCH 


BY PARTICIPANTS . 


In order to evaluate the effectiveness of this conferenge and the 
methods and procedures ueed, a short questionnaire containing four ques— 
tions was,circulated among the participants at the close of the conference. 
Thirty-two replies were received. The questions are listed below and the 
replies are summarized as follows? 


BL Se: 


What is the most useful idea you are’ taking away from 
this conference? - 


Replies are grouped under the following main ideas; 


A better understanding of the scope of the extension 


marketing field. -.. 14 replies 
New and improved Extension methods and techniques. Li y 
Cooperation with other specialists and cooperation 

with all agencies including 4-H Clubs. 6 i 


Opportunity afforded for Uktension marketing work 


under RMA projects:: - = 5 f 
That Extension marketing work must deal with pro- 
ducers, service groups, handlers, and consumers. ’ 2 " 


Did you know about this idea before the conference?: 
To this question, 21 answered "yes" and 10 "no." 


What changes occurred at this conference in your thinking 
about this idea? Lame lie pe ke ; 


Seventeen indicated a strengthening of the idea, while 7 
indicated a broadened vision. The realization that problems 
of consumer groups were equally imnortant with producers, 
was named by 6 persons, while 3 replies indicated that they 
received new idea on methods of presenting information. 


Name the features or parts of this conference you liked best? 
Replies are grouped under the more popular features as follows: 
Discussion and working groups. : 25 replies 


Cooperativeness of group members and consultants 8 y 
Good division of-time between general meetings and 


working groups. 5 ul 
The information which was available, 5 u 
Reports from the States. S if 
Opportunity for self-expression. 2 c 
Short—to-the-point talks. us . 
Opportunity to see the whole program. 2 z 
Grouping of like interests in working groups. 2 " 

60 (1-49) 


e 


Cormeen Faire Sk. =n 


Acitint 


ao 
> pce 
“> : 
4 
. 
A 
res 
>4= 
Ps 
it 
i a 
moll _ 
ee 
pee 
- 
€% 
a 
5 


